











DAVIDSON 
a 


ublication 





ee 








from corner store to corporation— 


Your adding machine market is bigger with Burroughs 


Eager to round up more sales in more markets? You offers. Personal marketing ideas from a specia 
can—with the famous Burroughs line! For here’s a trained Burroughs representative to help you cash 
line that features quality, styling and accuracy in on concentrated pre-selling campaigns. 

each of its best sellers: Full keyboard models, ten ote f , F 
key machines to 999,999,999.99 capacity, thrifty Nothing sells and resells like quality and durabi 


hand-operated and electric cash registers, plus several a vag mente —— ae che deies 
new models economically priced to reach the low- ee eee ES ere fae 
eost market. opportunity now . . . just write Dealer Sales Dey 
, : Burroughs Corporation, Detroit 32, Michigan. 

Another strong point: outstanding dealer support. 

Burroughs is always at it to keep you out in front all P.S. Another profit-puller: Burroughs fast-selling Mé 
the way. Examples? Top-flight national, in-store and carbons, ribbons and other supplies—including r 
direct mail advertising support—the best the industry lutionary plastic-base NU-KOTE carbon paper. 
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‘ Burroughs adding machines and cash registers 
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NEW ACCO 
SALES AIDS 
FOR YOU! 


BOLD, NEW 
a PWalel 7.yE 


FREE 
“IDEA” 
BOOKLET 


7 


paper. 
16 vital magazines 
td by your customers 


e for distribution 
your customers 


ACCO 


BINDS BEST 


COSTS LESS 














Acco binders secure records, invoices, catalogs, 
safely—papers can’t slip out. No needless bulk! 
Unlike ordinary binders, trim, space-saving Acco 
binders slim to their contents—whether 1 sheet or 
1000 sheets. 5 colors. Many sizes — from 36 ¢ up. 


ASK FOR ACCO’s new booklet ® 
mmc ACCOPRESS 
—available free at office outfitters. 

GENUINE PRESSBOARD BINDERS 
Or write: ACCO PRODUCTS, 


A Division of Natser Corporation, Ogdensburg, N.Y.- In Canada: Acco Canadian Co., Ltd., Toronto 


(R) REGO. TM. 
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¢For brighter shelves 
e better stock control DEA 


emore accurate order filling 
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BOSTITCH NEW COLOR-KEYED PACKAGIN@:2% 
ders al 
pplies ; 

From 
urchase 
This is a bright idea in more ways than one. Now $e 
boxes for each variety of Bostitch office staplers have he supy 
a distinctive color. And the staples for each stapler ood. Sh 
are packaged in boxes colored to match the stapler. = : 

ems. 
Bright orange marks the B8R, the Traveler and priginall, 
the Handy Stapler—and the staples for them. prands | 
rhoice. | 
Handsome blue is for the stapler with the execu- jor whic 
tive look—the Bostitch B12 Standard. For B12 staples es 
—just reach for the staples in the blue box. Uses any mplet 

standard staples. ealer. 
waa atic. “ 
Ze res Rich green is the color for the B5 top-quality se.” te 
é (a Lg 0 stapler and the top-quality staples to go with it. This } 
ee. ure, bi 
— Color coding helps brighten your shelves. It videnc 
fs makes displays more attractive and compelling. It re, bot 
helps avoid error. And it helps you see at a glance facture 
the movement in staplers and staples—tells you pom. 
’ P _— y salesme 
quickly when it’s re-order time. nd ev 
Ask your Bostitch Representative to show you -: 
these bright new packages. When you place your makes i 
order, ask for an assortment of free sales-making mor th 
Bostitch displays and other merchandising aids. prisecae 
this on 
“Amy 
mess is | 
of pap 

has at 
filing c 
k ion cut 

Profits are better and faster with e TITCH 
STAPLERS AND ee Bee F | a 
L AG! 
921 BRIGGS DRIVE, EAST GREENWICH, RHODE ISLAND 
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The influence of dealer salesmen 
yas impressed upon me the other 
y again when I made a quick 
eck on the “brand reflexes” of 
ne of your customers. 

Subjected to my brief interview 
as a supervising bookkeeper who 
ders about $200 worth of office 
pplies a month. 

From a list of 18 frequently 
urchased items, she was asked to 
me the brand of each she bought 
yithout checking the records or 
he supply room. She did pretty 
ood. She was able to name “her 
rand” for exactly half of the 18 
tems. No doubt the dealer who 
priginally sold her these nine 
brands had some influence on her 
rhoice. On the other nine items, 
lor which she could not name her 
brand, dealer influence is much 
eater. It developed that she is 
mpletely dependent upon the 
ealer. Reordering is semi-auto- 
atic. “They know what kind we 
se,” is how she put it. 

This is news to none of you, I’m 
ure, but it’s just a little more 
vidence of how important you 
re, both to consumers and to man- 
ifacturers seeking broad distribu- 
tion. The good advice of dealer 
salesmen is needed and wanted 
nd even taken for granted by 
thousands of other purchasers. 
This chance to be of service 
makes it easier to take in good hu- 
mor the growing tide of jokes and 
wisecracks about paperwork, like 
Be one from a syndicated writer: 

“American government and busi- 
ness is slowly sinking into an ocean 
f paper. Every big organization 
has at least three clerks busy just 
filing copies of the latest directives 
pn cutting down the paperwork.” 
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sell the complete line of pb’ Adlers 





precision built, of course 





A\UDULLLE UR 





Sell the lightweight, precision-built Adler Portabl 


i+— 


ell the u 


It gives big machine performance, is distinctivetrecision 


styled and is beautifully finished in two-tone gray 


Write: ”addo-x inc”,300 Park Ave, New York 22, NY 


hat “sec 


Write °c 





B> Adler Portable =< 


A\UDLLLEUR A\UDLLLEUR 





table the world’s best buy in manual machines——the Sell the prestige machine that will produce prestige 


ctivel 


recision-built Adler Universal typewriter. It has all letters—the Adler Electric typewriter. It has plenty 
2 Br 2 “secretary appeal” which makes it easy to sell. of “secretary appeal” which makes it so easy to sell. 
22, N Write : “addo-x inc”, 300 Park Ave, New York 22, NY Write : “addo-x inc”, 300 Park Ave, New York 22, NY 





Be Adler Universal <q p> Adler Electric <a 
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“4 little more attention paid to who your consumers are and where your merch- 
andise is retailed is a logical investment ... Unless you have the time, talent and 
the money to hand-tailor your package to suit its buying audience, you are 
wasting the little that you do spend.”—Walter G. Schoeman, announcing Ferber 
Pen Corp. packaging change. 


*Ponderous and ugly as it was, the primitive roll-top offered privacy, personal 


work organization and a place where an unfinished project or some confidential 


information could quickly be shut from prying eyes.”—Luther Draper, designer 
of Myrtle Desk’s modern roll-top. 


“There’s a move afoot to revolutionize shopping through the ionization of the 
very air in retail stores to increase productivity and decrease shoplifting, 
Physicists have recently discovered that changing the ion content of the air, 
negatively or positively, results in definite effects on human behavior. Inexpen- 
sive units are under development to control the ionization of air when coupled 
to the store’s air conditioning system.”’—Convention proceedings of Controller’s 
Congress, Nat'l Retail Merchants Assn. 

“The voluminous utility ballpoint pen market is generally agreed to be that 
_ portion of all ballpoint pen sales under 70 cents. It is estimated that about 30 
percent of all ballpoint pens sold are in this category.”—Eversharp announce- 
ment of new utility pen. 


“The day of the austere man behind a massive desk is giving way to an unre- 
strained atmosphere in which the executive meets his caller on a common level 
around a congenial furniture grouping.”—Frank Q. Hershey, manager of indus- 
trial design, Kaiser Aluminum. 


“The quality 


fice equipment has been improving by great technological 
strides forw 


ard in the past few years. More and better research is being trained 
on the big four billion dollar market. One of the off-shoots of this drive to im- 
prove office efficiency can be seen in the field of office copying equipment. 
Equipment now exists that makes young, two-year-old products virtually obso- 
lete.”"—Hunter Royal Scot announcement. 


“We thoroughly enjoyed the Eastern Commercial Stationery Show. The exhibits 
were excellent and our salesmen were impressed with the variety of products 
displayed and the patience of the sale smen manning the booths in taking time 
to answer questions.’—Arthur A. Williams, manager, Howard W. Boise, Inc., 
Plainfield, N. J. 


“The markets for vinyl-coated metal are fabulous. Vinyl-coated metal competes 
with baked enamel, alkyd and other coatings presently used on metais. More 
than one billion square feet of enameled steel is consumed annually. Vinyl could 
replace much of the enamel coating except in applications where high tempera- 


ture resistance is required. More than 30 million square feet of vinyl-coated 
metal sheets and coils were produced in 1958 and the volume is expected to rise 
to 50 million square feet in 1960."”—Edward B. Osborne, B. F. Goodrich Chem- 
ical Co. market manager. 
“Personalizing gifts by monogramming and imprinting has become a multi- 
million dollar business. Stores are finding that it is not only a profitable opera- 
tion in itself, but it creates plus sales and in many instances the customer buys 
higher priced quality merchandise. Some stores have reported sales increases 
as high as 200 percent on Christmas card sales alone. Many stores also told us 
that featuring the "While You Shop’ idea was one of the principal reasons for 
boosting sales.” Woodie Hall, sales manager Kingsley Machine Co. 
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All over America, we have been building a fast-growing recognition for 
ART GUILDas a symbol of originality, quality and value in greeting cards! Expansion of 
manufacturing facilities has been completed, and now we are stepping up 
our sales staff to double its previous size. The result is better 
service for you, with closer contact than ever before! 
Build with 
een: eet a0) 20 Gores of land ART GUILDfor everyday and seasonal greetings, 
ENCORES for contemporary cards, and 


MERRIE CHRISTMAS for P.G. Albums. 


SINCE 1907 
ART GUILD OF WILLIAMSBURG, INC. 


MAIN OFFICE: 3280 Broadway, New York 27, N.Y. * PLANT: Webster, Mass. 
REGIONAL SALES OFFICES: St. Louis, Kansas City, Los Angeles, San Francisco 


EMBER OF THE NATIONAL ASSOCIATION OF GREETING CARD PUBLISHERS 





Every year...3 million newlyweds 


These are your customers 
SELL THEM j 


GIBSON WEDDING BOOKS s 


Don’t forget ... profit up to 100% is yours when you sella 


Gibson Wedding Book. They’re the 
best known... best looking... best selling 
books in the world! And Gibson has 

a complete line, too.* Display them, 


suggest them to your customers... you'll sell them! 














Check vour Gibson stock and mail your 


order now. ad 
Gibson Memory Books: baby, wedding, an- CO7Z AND COMPANY 
niversary, guest, gift, shower, te 


school memory, teenage, graduat 


liz . Publishers of memory books since 1872 
photograph albums, family record crap- 


ey So NORWALK, CONNECTICUT 


Write for product bulletin or catalog, N.Y. Showroom: 225 Fifth Avenue 
Dept. MS-41 


The most complete line of Memory Books in the world. 
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The Parcel Post Assn, 
Court in an attempt to bloc 
approved by the Interstate a 
to prevent the higher rates taking 
1960, the suit declares that mail 
that some members of the associatior 
of their business," 











The Post Office ha 
the present and the new rate 
percent, some of the in 
few actual decreases in 


han 1,400 miles. 


= one-pound 
o 2h cents. 
We conte _instead 
eases to 


The Budget Bureau is moving 
private business, including such 
exchanges and ships stores. Mauri 


all agencies to evaluate their com 
tinue those they can't justify to 








The Defense Department alo 
of which it has announced plans 
been closed in the past two year 
any curtailment of the military retail « 
Armed Services Committee ordered them to 
that they could continue to sell static 


The Federal Trade Commission 
which will result in a stepping up of ivity in } 
advertising, price fixing and price dis rimina tion. 
the Commission's tenth field office Though public 
focused on FTC's moves against fa se TV commerci 
phonograph record industry, the 
The agency is now undertaking a canada 
already issued complaints aga 





icy guide to its 
dvertising is 











product or service which the advertiser, in trutt oes not intend 
to sell. j itc} 


basis 


Some 
half or even 
he finds it 
man either 
typewriter. C says < 
Federal Trade Commiss: 
petition in commerce 


Two large retail 
(NRMA) and the Variet 
the nation to keep tl 
say, “create publ 
to the indus 
recruitment. 
amination 














The peece, for business in is go according ) Governmen 
private economis Iption 
strike or a major > among the railroad: ptimists forecast Gross 
National Product, the al sum of all goods and services produced in the 
country, at a rate of about $515 billion, while the more bearish look for 
GNP of just over $5 billion mpared with ] 's likely 
$479 billion, 





Retailers can expe pay ligher r cl t C 
demands for loans to build up inventory wi hit banks in the first quarter. 
It appears that the prime interest rate will hit 55 percent in March or April. 
Retailers will have to pi 

Panel discussions on tax reform which we1 onducted by the House Ways 
and Means Committee during November and December turned up some wild pro- 
posals, and some which will receive serious consideration. One which 
prompted the committee's interest was a recommendation that the individual 


income tax rate be cut by 40 percent and th orporate rate from the present 








maximum of 52 percent to 4O percen fo make up the difference, all de- 
ductions wo be terminate xcept the x srsonal exemption. The argu- 
ment is that individuals receive income of around $400 billion but only 
$160 billi is taxed A fairly large sum is obviously unreported 


ree & 
A o 


cheats, but mos ' the $ billion balance is not subject to tax 


There will be mo hearings, but n ver Ll tax changes until 
Presidential C se mani 

the coming session, howeve1 Mos ikely to be adopted is a bill 
quire withholding taxes at the sor on dividends and a repeal of 
present dividend edi It appears unlikely that a tax benefi 
voted for retai s throug! ‘edi or sums used build 
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lvidual revis 


7 
UP 

















Sell the finest... the quality of REMINGTON RAND...at a new low price... 


wer 


MINGTON RAND = 


Electric Adding 
Machine! 





advertised at 


09". 


@ totaling capacity 999,999.99 


@ twin total and add bars 





@ heavy-duty construction 

@ rust-resistant mechanism 

e@ 19% lbs., 14” long, 9” wide, 
7” high 


e@ Remington Rand Warranty 


@ direct subtraction 


@ speed multiplication 


@ desk-to-desk portability 
@ automatic ciphers MAIL COUPON TODAY! A 
just completed marketing 
test for the new, low-priced 
Remington Rand Adding 
Machine was a complete 
sellout. First Dealer Cou- 
pons received first served. 


® quiet operation 


@ self-correcting keyboard 


inp ogaoonen 


DEALER’S COUPON 


sumee | 
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Adding-Calculating Machines Division 


Remington. Ftand 
DIVISION OF SPERRY RAND CORPORATION 


315 PARK AVENUE SOUTH, NEW YORK 10,N. Y. 


Yes, | am interested in a full-line dealership for Remington Rand 
Adding Machines. Please have a Remington Rand Representative call 
on or about the following date. No obligation of course. 


Date 
Firm Name 
Signature 


Address 
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1 
R. C. Allen Business Machines, 


Inc., announces several new and 
outstanding features on its “A” 
Model Electrite electric typewriter. 
First, the new electric shift — 
which operates from either side — 
responds to the same easy touch 
found on the keyboard. 
the Electrite features a transparent, 
build-in card holder controlled from the front of the machine, 
which permits the operator to type any place, on any card. 
Third, typing material may be inserted in or removed from the 
Electrite without touching the bail. By simply moving the 
paper release forward the bail raises automatically, lowering im- 
mediately for typing when the paper release lever is returned to 
position. Also new are a “line-finder” top, a new line space 


Second, 


lever, and new ribbon tension control. 


Rotary File 
A new high volume card file 
that provides instant access to any 
one of 200,000 cards in less than 
three seconds has been introduced 
by the Mosler Safe Co. Called 
the “Selectronic Record File,” the 
unit is designed to house any size 
card. Trays to hold records of 
different sizes may be used simul- 
taneously. The file is controlled 
by a keyboard with recessed selector 
keys. A touch of a key engages a “Selectronic Brain” which 
determines the direction of rotation to bring the cards to the 
operator in less than three seconds. The file includes a shelf 
for a posting machine or typewriter, and an operator’s locker 
for personal belongings. Designed to blend with any decor, it 
can also serve as a room divider. 


Binder Display 3 


AccoGR The Accogrip Instant Binder, the new 


gine punchless binder which was introduced 

oS recently, is available in a new merch- 
andiser. The manufacturer, Acco Pro- 
ducts, A Division of Natser Corp. has 
developed and is distributing a color- 
ful self-serve counter display to facili- 
tate impulse sales. Made of pressboard, 
the binder comes in five colors and 
retails for 72 cents. 


Colored Ball Pens 
Micropoint, Inc. makers of Ink- 
Stik announced the introduction of 
a colorful addition to their line. 
Ink-Stiks in the five point styles 
and eight ink colors are now avail- 
able with gayly striped _ barrels. 
Three destinctive white stripes run 
the length of the barrel to give 
“the king-size pen you never refill” 
a new look. The pens come in a 
colorful red, white and blue display 
easel that stands up or hangs on the wall. It contains a full 
color assortment of 24. Retail price is 39 cents and 49 cents. 


os 


Twin Eraser 

Weldon Roberts Rubber Co. 
has introduced a new eraser, the 
Twin Jet, to erase pencil, ink and 
type-writing and business machine 
writing. An _ attractive _ re-fillable 
holder of clear plastic contains two 
erasers, inserted end-to-end. One 
erasure is red rubber, for erasing 
pencil and for cleaning. The other is gray rubber, for erasing 
ink writing, typing and business machine writing. Each eraser 
is over two inches in length, making the Twin Jet approximately 
the size of a ballpoint pen. It has a pocket clip and both 
erasers are available in refill packages. 


Automatic Filing 6 
Conserv-a-matic, a revolutionary 

development in automated filing 

equipment places the contents of 

every file from A to Z at the finger 

tips of the file clerk within an 

average of 10 seconds. Introduced 

by Supreme Steel Equipment Corp., 

Conserv-a-matic operates electrically 

at the touch of a finger, making 

sit-down filing practical. Bending, 

walking, climbing, pulling or push- 

ing of file drawers are all eliminated. Conserv-a-matic units are 

available in various heights, and are equipped with 110 volt 

motor with plag which fits any receptacle. A 16-shelf unit 

contains the equivalent of five conventional 4-drawer files and 

permits the use of full wall space up to the ceiling for com- 

pletely accessible filing. For larger file rooms, a special file 

chair on a built-in track is available. This enables one file clerk 
to travel up and down a row of files. 


Iron Frame Typewriter 7 
Z A one-piece cast iron frame typewriter 
described recently in these columns was 


incorrectly illustrated. This is a picture 
of the unique machine, which is distributed 
exclusively in the United States by Con- 
tinental Office Machines, Inc., 500 Fifth 
Ave., New York 36, N. Y. 


Insulated Files 

John D. Brush & Co. announces the 

introduction of Sentry Fire Files, a 
complete line of low-priced fire-resis- 
tive file drawers available in both 
letter and legal sizes. They are avail- 
able as one, two, three, and _ four- 
drawer units, bearing Underwriter’s 
Laboratory “C” and “D” labels. Draw- 
er heads are of tongue and groove 
construction to prevent direct passage 
of heat, and all drawers are separated 
by insulated partitions. Casters, com- 
bination locks, and a wide variety of  .2i 
card trays, check trays, document inserts and cross trays are 
available as optional equipment. Files are finished in Sentry 
Sand or Silver Gray, with special colors and wood grain also 
available. 

(Continued on page 44) 
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We must apologize if you were one of the many who waited patiently to see our exhibits at the May 
Stationery Show. Our three rooms were so crowded with buyers that frequently we couldn't even offer 
standing room. The “early morning"’ buyers got the best treatment for we usually had more time to work 
with them. 

@ AUSTRIAN CUT-OUT INITIAL STATIONERY Those who saw our exhibits ordered, re-ordered and 
reordered again. This refers first to hand-cut-out initial stationery from Vienna, Austria — an old timer that 
we've brought back to the U. S. after many years. These folders of 100% rag notes and envelopes (10/10), 
packed in units of one gross in handkerchief assortments, cost only 45¢ and retail throughout the U. S. for 
$1.00. We also have folders with folded sheets and tissue-lined envelopes (10/10) which cost 50¢ and 
retail for $1.00. These are again packed in units of one gross in handkerchief assortments. We believe 
hand-cut initial papers will give you the special mark-up you're looking for. 

@ DUTCH STATIONERY Another news item at the show was our line of Dutch stationery which until now 
only leading U. S. stores could buy on special overseas trips. We've made it possible for you to buy this 
same colorful and unusual line here in the U. S. It has two points that every buyer looks for in writing papers: 
something new and well styled. You may order moderate quantities of our Dutch line ($50 minimum) and 
make a mark-up of 50% and more. 

- @ ENGLISH PERFUMED STATIONERY We had another old timer at the show that is even better today 
iia than it was long ago — fragrantly perfumed stationery from England. We have this in boxes of decorated 
ee French-folded semi-notes and envelopes to retail for $1.00, and in boxes or portfolios with decorated 
tely sheets to retail for $1.50. 
both 
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@ SEALING WAX Sealing wax is a sleeping beauty story, but unlike Prince Charming in the fairy tale, 
some buyers have unfortunately let this beauty sleep on. We know of three types of sealing wax buyers 
today: the first bought it, showed it and promoted it. He comes back again and again for more — as 
evidenced by the fantastic reorders we received last Fall. The second buyer bought sealing wax and then 
hid it. Naturally, his customers never looked in closed drawers for this unusual item. The last buyer is the 
one who never bought any. We feel it is our duty to point out that sealing wax with a wick is one of the 
greatest booms to the writing paper business in years. If you sell it alone, you increase turnover. But, better 
still, if you sell it with stationery it helps move boxes that might otherwise have ‘‘sat’’ on your shelves. 

We hope this explains why you got ‘standing room"’ treatment at the last show. We should also explain 
that we are offering our customers something extra that makes them very faithful. You see, we are inter- 
ested not only in selling our line but in showing our customers how to merchandise our products over ‘the 
counter. You will find us at all major trade shows and in our permanent New York showroom. Make it a 

’ must to visit us on your next market trip. 

The Austrian and Dutch stationery are sold on import only. They require six weeks delivery. Sorry, no 
catalog on these. Sealing wax and perfumed stationery are stocked in the U. S. Please send for our catalog 
on these items. 


FREUND-MAYER & COQ., inc. 


$35 FOB NEW YORK 230 FIFTH AVENUE / NEW YORK 7, N.Y. 





Ga BRILLIANT — 
== NEW SCRIPTO 
SERVICE STATION 


Now takes 16% less counter space 








Produces 50% Bigger Share of Market 


Scripto dealers themselves labeled the carded and sealed packaging, this 
Scripto Service Station the “most pro- Scripto Service Station produces at 
ductive square foot in the store.”” Now, least 50% more volume than any other 
for 1960, comes a brilliant new sales- unit—even the original Scripto display. 
maker that’s positively Scriptacular! And your profit margin goes up, too! 
16% more compact. And with its new 


FACTORY-TESTED — every 
Scripto tested and guaranteed 
for flawless writing. 


FACTORY-SEALED — prevents 
use or abuse. No one can dam- 
age your stock. Every Scripto 
stays saleable until sold. 


own brilliant selfseting car, GAOODS! 
Carries full product information. " ‘ 

100% profit lA 
PILFER-PROOF — guard » | 
against pocketing or se on the first sale of a pen or penc 


with a used pen. 


$6.51 of free goods in the new Scripto Service Station 
PRE-PRICED — to prevent pric- assortment! A bonus item in all eight categories—at all 
ing mistakes, help customers price levels. Eight pieces of merchandise—FREE—that you 
make their own choice. can sell for pure profit! 





# A675 Service Station Assortment 


List Free 
Price Goods 
14 only T708M 29¢ Ball Pens, 


assorted colors 
Plus 1 Free 
14 only T188M 39¢ Ball Pens, assorted 
colors and points 
Plus 1 Free 
12 only T948M 49¢ Ball Pens, 
assorted colors 
Plus 1 Free 


20 only T269M $1.00 Ball Pens, 
assorted colors 


Plus 1 Free 


8 only T319M $1.95 Ball Pens, 
assorted colors 


Plus 1 Free 


5 only $249M $1.00 Fountain Pens, 
assorted colors 


Plus 1 Free 


20 only K778M-K788M 39¢ Pencils, 
assorted colors 


Plus 1 Free 


5 only P369M $1.00 Pencils, 
assorted colors 


Plus 1 Free 


12 only U240 59¢ Refills, assorted 
points and colors 


10 only U700 2/29¢ Refills, 
assorted points 


6 only E436 15¢ Lead Packs 
6 only F846 20¢ Lead Packs 
6 only J156 15¢ Lead Packs 


LIST PRICE $81.78 

PLUS FREE GOODS 6.51 
TOTAL RETAIL VALUE $88.29 
DEALER PAYS 49.07 
DEALER MAKES $39.22 


44.4% PROFIT 








This is the first of many 
Scriptaculars breaking for you in 
1960. Look for the next 
Scriptacular announcement in 
February. This is your 
Scriptacular year in profits! 





New Scripto Service Station 


also available w'th uncarded the best ii in writing see at any pric ‘ 


Scripto merchandise, Order No. A685 


- - - for more details circle 136 on last page 











make 1960 a full-profit year 


Resolved: that during 1960 | will make a full 
profit on every portable typewriter sale. That's 
an easy resolution to keep when you sell na- 
tionally advertised Olivetti Portables, with 
quality features that make satisfied customers 
every time. Write to Portable Division, Olivetti 


Sales Corporation, 375 Park Avenue, New 
York 22, New York. 


Olivetti 


+--+ for more details circle 127 on last page 
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\ hat would it cost you to hire 

a management consulting firm 
to draw up a thorough program 
for revitalizing your business? 

Suppose you asked them to ex- 
amine your product lines and pric- 
ing policies in detail, map out a 
logical growth plan, study your 
staff organization and training me- 
thods, ferret out management 
weaknesses and prescribe corrective 
measures for your sales supervi- 
sion. 

Then, suppose you asked the 
same firm to check on other dealers 
all over the country to see how 
they are meeting these problems 
and how your operation compares. 

And, finally, suppose you asked 
the firm to report its findings not 
only in a printed volume but also 
in person with the help of a panel 
of your peers, a group of two doz- 
en veteran dealers to supplement 
the report with personal comments, 
specific examples and colorful, per- 
tinent human interest stories. 

What would it cost? Thirty 
thousand dollars? Fifty thousand 
dollars? Probably more, I don’t 
know. 

But I do know of a somewhat 
similar service that costs only 
$150. It’s a sales management sem- 
inar, one in the series sponsored 
for its members by the National 
Stationery and Office Equipment 
Assn. The first such seminars were 
attended and applauded in 1959 
by several hundred dealers with 
anywhere from five to 50-man or- 
ganizations, and from $100,000 to 
$7 million in annual volume. A 
few openings remain for ambitious 
dealers to participate in new class- 
es meeting in January. 
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In my Opinion 


A Bargain Beckons 


If you are not a member of 
NSOEA, we could give you at 
least a score of other good reasons 
for becoming a member. But this 
opportunity to share the results 
of a research program 
should be reason enough. The sem- 
inars cover material that you can- 
not find at any college or gradu- 
ate school of business administra- 
tion, nor in any book or reference 
manual. The group discussions 
bring out information that is not 
voluntarily discussed at any other 
kind of gathering. 

Although we were represented 
at one of the seminars last spring, 
you need not take our word alone 
on the value of the program. Deal- 
ers like yourself have given elo- 
quent testimony after attending a 
seminar. 

“After one day,” said one of the 
largest stationers in eastern Can- 
ada, “I felt that the benefits de- 
rived were well worth traveling 
1,000 miles. My conclusions after 
five days are that no aggressive 
stationery and office equipment 
company can afford not to take 
advantage of the seminars.” 

The comment of another dealer 
should erase any dry-as-dust con- 
notation the word “seminar” may 
hold. “I can’t conceive of a more 
effective presentation of material 
of this sort. I have always had 
difficulty listening for long periods 
of time to lecture material; how- 
ever, I have found myself en- 
grossed in this entire presentation.” 


massive 


You say you or your sales man- 
ager acquired all the “theory” you 
need in college. Listen to this: “In 
one week’s time I feel that this 
course has done more to help me 
understand and analyze the prob- 
lems of our industry than the many 
combined hours of all the market- 
ing and management courses that 
I have taken in my college career.” 

And lest you worry that it’s all 
designed for the big fellows, hear 
this: “Being a new and compara- 
tively small dealer, I felt the need 
for sales management training in 
our organization. What I had 
hoped to get out of the seminar 
was greatly overshadowed by what 
I actually got out of it; It is the 
most wonderful experience that I 
have ever had in connection with 
our industry.” 

Others said, “It was the best 
investment I’ve made in a long 
time” and “the Handbook alone 
is worth the price of the course.” 

Any business which cannot spare 
a member of its management team 
for five days of this concentrated 
know-how is truly not seeing the 
forest for the trees. 

Openings remain in three limit- 
ed classes of 30. The dates are 
Jan. 17-22 at Pierpont Inn, Ven- 
tura, Calif.; Jan. 24-29 at The 
Empress, Victoria, B. C.; and 
March 13-18 at the Georgia Cen- 
ter for Continuing Education, 
Athens, Ga. Details are available 
from NSOEA, 740 Investment 
Building, Washington 5, D. C. 


MacethO Shivedy 











in offices. Are status for the executive and functionalism 
for the staff all there is to it? Here's a broad look 


at “the office” as a small world in itself 


} ecause our society has been infiltrated by a 
newcomer to the ranks of our basic institu- 
tions — the office — a manufacturer of office 
furniture recently sponsored a symposium to 
take a quiet look at the office as a cultural mic- 
rocosm, to see the field through other eyes. 

Work and jobs have been sliding over from 
factory to office at an ever increasing pace un- 
til now a large section of the population spends 
more of its waking time in offices than it does 
in any other one place. Yet nothing has been 
done in the office comparable to the exhaustive 
studies of the past 50 years dealing with the 
home, shop and school. What goes on in offices 
is still something of a mystery, sometimes even 
to management. In fact, offices have achieved 
notoriety as the 20th Century Jungle, thanks 
to current novelists. 

Four men took part in the symposium to 
comment on human, physical and economic 
factors in the office environment. Viewing the 
office perspective as a fast-growing segment of 
our expanding society were a psychologist, an 
industrial designer, a management consultant 
and a Broadway set designer. A summary of 
their remarks, sometimes contradictory but all 
interesting, is reproduced here for the insight 
it gives into the prime market of stationery and 
office equipment dealers. 

@ Human Factors in the Office Environ- 
ment, by Dr. Ralph H. Markus, manager part- 
ner, Psychological Consultants to Industry. 

The office as a cultural microcosm has all the 
dynamic possibilities of any slice of life. People 
come and go in the prescribed manner. Orders 
are given, regulations followed, time limits are 
observed. Work is done. Interwoven with this 
tangible world of well-designed office furniture 
and well-groomed office workers is the less obvi- 
ous world of the interaction of people. How 
these people feel about themselves, and how 
they get along with each other determine to a 
significant extent how well the work progresses. 

The modern office does its best for the 
average man. There is but one flaw. There is 
no average man. He has never been anything 
more than a statistic animated by the skill of 
the designer. As such, he has proved indispen- 
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While an industry works to provide tools and sound working 
conditions for the fastest growing segment of the nation’s labor 
force, a sub-culture of its own seems to be growing up 


































Ralph Eckerstrom 
Industrial Designer 
























































D. Armour Hillstrom, vice 
president and general man- 
ager, Corry Jamestown 
Corp., sponsor and host at 
recent seminar. 

















sible to the production of functional equipment. 
But there are limits to the usefulness of such a 
concept. 

Most job dissatisfaction comes from this 
imposed artificiality. To cut up jobs into mean- 
ingless units which anyone can perform may 
be of economic advantage to the company, but 
it does not meet the worker’s need for a sense of 
accomplishment and some expression of his in- 
dividuality. 

Some human differences are minor while 
others are crucial in every day living and extend 
over a broad range. Successful men are not al- 
ways the most intelligent or the most agreeable, 
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Joe Mielziner 
Set Designer 


the most stable or the most energetic. And they 
don’t necessarily sit up straight either. 

The more subtle repercussions of a non- 
satisfying office environment have yet to be ex- 
plored fully so that we can allow for the highly 
individual human being who will spend 23 per- 
cent of his life in the office. Although the deli- 
cate factors of morale are far from clear, there 
is indication that turnover is reduced and out- 
put is increased when the workers’ preferences 
and their legitimate variability in work patterns 
are respected. 
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Robert F. Dick 
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Dr. Ralph Markus 
Psychologist 
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Are we hampered by traditional approaches 
to the problem of apportioning space? Some 
jobs involve a lot of space, even though they are 
performed by people down the line. On the other 
hand, there are jobs at higher levels which are 
awarded more space than is actually necessary, 
because space has been related to status. It 
might be practical to divorce the concept of 
status from the amount of space and make the 
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type of work done in an area the 
prime consideration. 

Is it possible that status symbols 
in general have been given too 
much emphasis in our offices? For 
every one who is granted such 
symbols, there are dozens who are 
not. The status symbol is gratify- 
ing to the one person who receives 
it. But what effect does it have on 
the many who are denied it? 

Fortunately, a drab decor is no 
longer the stamp of solvency nor 
are bright colors synonymous with 
frivolity. Many a repetitives task 
has been jazzed up by a cheerful 
background. 

When every tiniest detail of ar- 
rangement, color and decoration is 
decided in advance for every in- 
dividual and every inch of space, 
then we have a dehumanized series 
of boxes, elegant though they may 
be. 

I suggest that the individuality 
of the office workers as well as the 
dimensions of space be included in 
the planning of the good office. 

@ Physical Factors in the Of- 
fice Environment, by Ralph Ecker- 


strom, director of design, Container 


Corp. of America. 

Man does not live by bread 
alone. A beautiful working envi- 
ronment has a direct bearing on the 
happiness and contentment of the 
people who work there. This, in 
turn, has a very practical influence 
on their efficiency in their work. 
Our motivation, then, for improv- 
ing our work environment should 
stem from the deep sense of the 
real values in life, not just some 
secondary and resultant goals such 
as achieving corporate identity. 

We have let space, one of the 
basic materials of design, be used 
as an indication of the position of 
the people who are to occupy it. 
We have ignored its possibilities as 
an aesthetic experience. 

Our distraction from what 
should be the primary goal of de- 
sign may be due to the fact that 
in our relationship with business 
we see only the great chasm be- 
tween our language of aesthetics 
and beauty and the businessman’s 
language of production and com- 
petition and money. Because of 
this, we have been afraid to fully 
express ourselves. Yet there is a 
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common language which recognizes 
the needs of both. 

I believe that we have oversold 
function to ourselves and to our 
clients. know 
that a functional use of space can 


As designers, we 


be achieved if we have the problem 
adequately described, if we have 
enough experience and if we have 
sufficient time to evolve the solu- 
tion. Functional space is the least 
thing that a client should expect. 
Open planning and over-standardi- 
zation have given us the now fam- 
iliar ascetic look of functionalism. 
The result looks great. Row after 
row of desks are neatly arranged 
in the clinical, clerical areas with 
the silhouettes of the machines and 
their operators establishing an 
overall repetitive pattern. We de- 
plore conformity among others, 
while at the same time we are of- 
ten its primary promulgators. The 
conformity that results from our 
prescribing functional design is a 
kind of conformity which is no less 
stultifying. 

The need for the designer, the 
place for designers in our society, 
has come about largely through 
the emergence of the machine. 
Placed as we are, as a kind of in- 
terpreter of aesthetics between the 
machine and people, we have too 
often spoken in the language of the 
machine and saw its approbation 
while we ignored or underplayed 


















































the common language of man an 
his gratification. 

We need to understand the com 
mon language of man found ina 


environmental aesthetic experiend 


— the intellectual, physical, eme 


tional and spiritual factors. 1 


help us, we have our basic raw m 
terials, as they might be called 
light, space, form, shape, color, ter 
ture and line. If we can bring ot 
the intrinsic qualities of each on 
in a discriminating manner, whid 
will produce an overall satisfyin 
perceptual response, then we 4 
successful designers. 

We need to go back and conside 
some of the basic qualities of lighl 
other than mere illumination. Ij 
the same way we must exploit th 
potentials of space. If we conside 
the individual and the range of r 
sponses which we can get from 
special arrangements, we can de 
velop ideas which do not requir 
either four walls or the apparel 
alternative of none at all. 

The common language of colo 
needs investigation also. For & 
ample, the non-static use of colét 
seems to hold great possibilities 
Color set in motion — the right 
kind of motion — can provides 
relaxing aesthetic experience whic 
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ight overcome the disturbing 
isual effects of the frantic activity 
sually found in a large office. It 
‘ight be more successful than 


some of the background music that 


we are hearing these days. 

Our preoccupation with func- 
tion also has kept us from develop- 
ing decoration which is reflective 
of our time. I do consider decora- 
tion as part of the common lan- 
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With few ex- 
ceptions, interiors of the recent 
past have either ignored decoration 
or have mishandled it. 

@ Economic Factors in the Of- 
fice Environment, by Robert F. 
Dick, president, George Fry & As- 


sociates. 


guage of aesthetics. 


Each of your corporate custo- 
mers must have satisfactory net 
earnings after taxes and an ade- 
quate return on the capital invest- 
ed in the business. If a company 
or an industry has below par pro- 
fit performance for too long a pe- 
riod, you can have your abstract 
art and your color and your pres- 
tige walls and your portable offices 
and your schemes for bleeding day- 
light — and for my part, I'll take 
a new management. And so will 
most boards of directors. 

In other words, you have to be 
in tune with the economic facts of 
corporate life. To you, wide open 
office space and all of the require- 








ments for personnel housing repre- 
sent a challenge and an opportu- 
nity, but to management, it repre- 
sents far too much overhead. 

Let’s deal with the top executive 
or the key management group. 
From the standpoint of office eco- 
nomic factors, characters 
really set the pattern for status 
saturation. They want large fancy 
offices with all the trimmings. This 
has been pointed out by both the 
previous speakers. 

They want comfort. They want 
convenience. They want pleasant 
surroundings. They want gadgets, 
conversation areas. In fact, they'll 
take almost anything that can be 
conjured up by the fertile minds of 
you designers. 

Now do ycu think these things 
make executives efficient? 
And I’m excluding, of course, air 
conditioning, good lighting, free- 
dom from noise and certainly some 
comfortable working furniture. But 
I would like to know — have we 
made the manager more produc- 
tive—I think this might be an in- 
teresting 
study. 

I don’t think the gadgets and 
tricky decorations improve deci- 
sion making. As long as there are 
people, certainly there will be sta- 
tus symbols in business as well as 
in education, in politics, in the 
church, and in the home. There 
are, in my experience, some inte- 
resting variations to the top execu- 
tive status symbols in the office. 
In one-man-built companies, man- 
aged by the founder-owner, we 
frequently see one status office and 
then a rather drastic leveling of 
simplicity and rigidity in those of 
all the other executives . . . the 
epitome of plushness for the presi- 
dent with other executives all 
housed in shoe boxes. 


these 


more 


motivation research 


In some companies, the nature 
of the product, or perhaps the 
nature of the service offered, is re- 
flected in office design and furnish- 
ings. Here and there in medium- 
sized companies doing 10 to 30 
million dollars annually, we see all 
the executive offices with glass on 
three or four sides, perhaps a dado 
treatment up halfway, and then all 
the rest open glass. 





(Continued on Page 49) 








We Asked 


How Do You 
Keep 
Salespeople 
Busy When 
Business 


is Slack? 
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ryvhere are days in many stores when the owner 

| starts wondering if he’s going to make enough to 
pay for opening the front door and turning on the 
lights. Overhead expense in the form of salaries, rent 
and heat are not easily adjusted to compensate for 
brief slack periods in sales, but there are a number 
of ways to correct such a situation. 

To find out how different dealers approach this 
problem of a lull in store sales, we have asked several 
to tell how they use their staffs in such periods. The 
suggestions that follow may help others. 

“When the routine chore of re-stocking merch- 
andise is completed,” says Greydon Freeman of Office 
Supply Center, Inc., White River Junction, Vt., “my 
salespeople might be put to work addressing and 
stuffing direct mail envelopes. We have a monthly 
sales letter. The envelopes can always be addressed 
in advance. They can also be stamped if we set the 
postage meter ahead to the anticipated mailing date. 

“Also we receive many good ideas for merchand- 
ise through trade magazines and from manufacturers. 
We ask that our salespeople read these on our time. 

“We pre-stuff our merchandise bags with what- 
ever advertising material we think is appropriate for 
the particular time of year. It has long been our 
thinking that every time you can place your name 
in front of a customer, it registers once more, whether 
he discards the piece of advertising as soon as he gets 
home or retains it for a period of time. Another view 
of this approach is that the material does get into 
the home and has the possibility of being seen by 
more than one person,” says Mr. Freeman. 

“Also, in selling office machines as we do, al- 
though our salesladies will sell primarily portables, 
we are quite anxious that they study the instructions 
for these machines and type occasionally on them to 
learn more about their operation. 

“This is part of what we do at the Office Supply 
Center. It is my feeling,” says the Vermont dealer, 
“that salespeople should not be pushed into doing 
things but at the same time, there should never be a 
dull moment. And it’s good if you can instill in them 
the knowledge that whatever improves the business 
as a whole, will almost automatically benefit every- 
one involved.” 

Some dealers have special departments in which 
sales activity is highly seasonal and the slack time 
problem is even greater than usual. One such store 
is Bardeen’s, Inc., at Syracuse, N. Y. 

“In our toy department which is closely in- 
tegrated with our school department,” says H. F. 
Martin, Bardeen’s president, “we have two peak sales 
periods. The retail peak is between October and De- 
cember. The school toy orders are heaviest between 
June and August, for September shipment. This 
leaves us with a slack period that covers pretty much 
the first six months of each year. We encourage our 
sales force to take their vacations at this time. Also, 
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this is a good opportunity for us 
to get our spring cleaning done. We 
eccupy our people with painting, 
redecorating, etc.” 

Housekeeping chores are the 
most frequently mentioned solu- 
tion to the problem. The com- 
ments of C. G. McGhee of Me- 
Ghee and Co., Wheeling, W. Va., 
are typical: 

“When business is slack, the in- 
side force has an opportunity to 
put stock in the condition 
possible and arrange merchandise 
displays to best advantage, im- 
proving the general store and stock 
appearance. When we are rushed, 
these most important duties some- 
suffer. Inside salespeople 
also are required to increase their 
efforts to sell more merchandise by 
suggestion, selling customers more 
than they came in to purchase.” 

Here is a list of other practical 
suggestions for trading in on slack 
time. 

1. Use the When 
store traffic is dead, generally the 
store telephone is just as inactive. 
That’s a good time to be calling 
old customers and asking about 
merchandise they have been sold 
and suggesting a visit to see some- 
thing new or unusual. 

2. Pay more attention to display 
windows. The front window is the 
most effective advertising medium 
for many stores. When traffic be- 
comes slack, it can generally be 
boosted by more attention to cle- 
verness in window displays, more 
frequent window changes, and 
more effort directed towards arous- 
ing interest in what the store has 
inside. 

3. Hold a “lemon” sale. Slack 
periods are always good ones dur- 
ing which to go through the entire 
store stock and pick out all of the 
slow-movers, the “cats and dogs” 
and arrange an attractive sale to 
clear the stuff from stock. It will 
bring in traffic that will result in 
purchases of many regular items. 

4. Train employees. Many deal- 
ers take advantage of a lull in store 
sales by training salespeople, espe- 
cially in the area of product knowl- 
edge. 

5. Post list of duties. Merely to 
serve as a guide, it is often help- 
ful to post a list of chores and let 


best 


times 


telephone. 





each person schedule his own pe- 
riodic maintenance, cleaning and 
paperwork routine. 

6. Study competitors’ merchand- 
When store traffic 
declines, it may not mean that cus- 
tomers are non-existent. Look for 
unusual advertising media. 

7. Personal calls. When inside 
sales people are not busy in the 
store, they can put their time to 
profitable use by showing samples, 
distributing sales literature or just 
making friendly calls that will 
arouse more interest in the store. 

8. “Start studying that old pile 
of trade journals,” is the advice of 
one dealer who keeps every paper 
he receives. When things get slow, 
he starts delving through them for 


ising closer. 





ideas others have used. 

For some, the problem is fortu- 
nately a small one and the ques- 
tion of how to keep salespeople 
busy when business is slack can be 
answered briefly. This is the case 
at Wyoming Stationery Co., Cas- 
per, Wyo., which handles office fur- 
niture, stationery and gifts. 

“Our problem,” says Ronald A. 
Campbell, president, “is that we 
never have enough slack time to do 
the things that should be done in 
this type of store. When our sales- 
people have a break, they are con- 
stantly filling in stock and dusting 
merchandise, which should be done 
throughout the store at least once 
a week. So you can see we do not 
have a problem with spare time.” 





Vedestrians stopped for a second 
look when a store in Winnipeg, 
Manitoba, tried out a new kind of 
window display. The display con- 
sisted of a larger poster filled with 
spelling mistakes and reversed let- 
ters, surrounded by a selection of 
adding machines. 

The manager of the Victor Add- 
ing Machine branch who installed 
the window had misgivings at first, 
but they didn’t last long. “We 
feared that people might be repel- 
led by the poster and would com- 
plain,” he said. “But it worked 
just the other way.” 

Store employees were surprised 
to see people coming back for a 
closer look. Some laughed or 
smiled, while others stared and 
looked pained before moving on. 

Although he realizes that win- 
dow displays do not bring many 


Eye-catching window 
display combines low 
cost and shock effect 
to make a point for 
adding machines. 








Shock Treatment 
for a Window Display 


direct sales off the street for of- 
fice equipment, H. Wagner, the 
manager, was pleased with results. 
“The poster was probably so ef- 
fective,” he says, “because of the 
contrast between the childish, 
awkward sign and the neat busi- 
ness-like machines.” 

It attracted more attention than 
any other window display set up 
at the store and it brought com- 
ments like this one from one wom- 
an office worker: 

“This is the 
realized _ this 
street.” 


time I even 
was on the 


first 


store 


The display was also one of the 
least expensive ever created at the 
store. It was made from a piece 
of fibre wallboard in standard 
four by eight foot size, bought 


originally for use as a_ bulletin 
board. 
























oo] ittle did I think 50 years ago,” says R. M. 

4 Pound, Sr., “that I would end up in the 
decorating business. But now the services of a 
decorator have become extremely valuable to our 
firm in going out after large orders for office equip- 
ment.” 

Mr. Pound’s experience in the stationery busi- 
ness goes back to the days when there were no 
such things as duplicating machines, high speed 
typewriters or model offices. He is president of 


Pound & Moore Co., Charlotte, N.C., one of the 
largest stationery stores in the southeastern United 
States. He co-founded the company in 1908 when 
roll top desks were much in vogue, and the stock 
in trade of the commercial stationer consisted 
mostly of blank books, rudimentary printed forms, 
pencils, ink pens and paper clips. 

The company has grown from a capital of un- 
der five thousand dollars (borrowed from friends 
who made 300 percent on their investment) to 
the point where a $75,000 furniture order, though 
gratifying, is “not so unusual as you might ex- 
pect.” 

Mr. Pound and his partner, George H. Moore, 
who retired in 1955, first became friends around 
the turn of the century, when they both worked 
for a bookseller who also sold social stationery. 
They were impressed with the potential of the 
commercial stationery business, but their employ- 
er was more interested in selling books and would 
not expand into commercial stationery lines. 

So the two men gathered what capital they 
could and started their own business, specializing 
in office furniture and commercial stationery. Their 
first store was not large. One partner kept the till, 
the other made calls, and their only employee 
made deliveries—by bicycle. Charlotte, then a 
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R. M. Pound, Sr. 
President, Co-founder 
Pound & Moore Co. 


town of 18,000 has grown to a_ population of 
200,000 and Pound & Moore Co. has grown with it. 

Although the store has taken on social sta- 
tionery lines and gift items, the bulk of its busi- 
ness is still in office furniture and commercial 
stationery. A large force of outside salesmen, who 
sell both, makes up the backbone of the firm. They 
are supplemented by a limited number of spe- 
cialists in office machines and printing. 

“We do not encourage specialization,” Mr. 
Pound says, “except in machines and _ printing, 
where it is absolutely essential. We want our men 
to be able to sell anything they have an oppor- 
tunity to sell. I see no point in having three or 
four salesmen calling on each customer. Most 
purchasing agents and office managers have enough 
faces to meet each day, and there is no sense 
burdening them with more than are needed.” 

Like many other firms which are expanding 
their sales of office equipment and are interested 
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When the store hired its first full time in- 
terior decorator, Mrs. Jean Alden, her first 
assignment was the design of a suite of 
model offices, like these, in a second floor 
display area. Another decorator, Miss Peggy 
Thompson, has been added to the staff 
recently. 





in upgrading the quality of furniture used in busi- 
ness and professional offices, Pound & Moore in 
1958 hired a full time, experienced interior decor- 
ator, Mrs. Jean Alden. 

Mrs. Alden’s first assignment was to design 
and decorate a group of model offices, in wood 
and metal, on the store’s second floor. Occupying 
nearly the entire floor, these offices are changed 
periodically on a rotating basis. 

“We have to change them,” she says, “because 
we find ourselves selling off of them. We never 
have enough lamps, for example, and have to take 
them off the floor. The same is often true of desks 
and other furniture.” 

A complete office service, from rough sketch to 
specially designed rugs and draperies, is now avail- 
able to any customer who wants it. In the past, 
customers had to consult private decorators or 
architects for help with design and in order to buy 
many items such as lamps, carpets, draperies and 
other items that were not handled by Pound & 


Moore. 





.“This was all very well.’ savs Mr. Pound. “un- Mr. Pound explains the portable viewer which his salesmen use 
‘ Peri . eae i : in the field to show prospects 8" by 10" color transparencies 
til we discovered that the decorators and archi- of Cin contd alin. 
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tects were taking orders for things 
that we were trying to sell, such 
as desks and chairs. They were 
competing with us on our spe- 
cialties, and we decided that turn- 
about was fair play.” 

As a result of its new service, 
Pound & Moore Co. gets a lot of 
large orders that formerly went to 
other concerns or had to be shared 
with them. It recently furnished 


executive offices in a new federal 
reserve bank building, a job that 
grossed $75,000. The company also 
did the office furnishings in the 
recently completed $2 million Esso 
Building and for a new WSOC 
building. Jobs of such size are not 
unusual in growing Charlotte. 
A floor of model offices is a very 
definite asset, Mr. Pound observes, 
since very few people charged with 


the responsibility of furnishing ap 
office have a very definite idea of 
what they want. It helps them to 
see a variety of office treatments 
and then decide which ones they 
prefer. This gives the designer 
more to go on in drawing up a 
final plan, and is a better assur- 
ance of complete customer satis. 


faction. 
Many of Pound & Moore’s big- 





fter more than 50 years in busi- 
“ness, Pound & Moore Co. still 


works as aggressively as any new- 
comer at wooing the public and 
winning new customers. 

In order to acquaint more poten- 
tial customers with their handsome 
store and its many services, for in- 
stance, the management in one re- 
cent year decided to invite local 
club members to take a conducted 
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tour of the premises. It proved a 
worthwhile promotion for every- 
one concerned. 

For groups of at least 20 mem- 
bers, the store agreed to pay into 
the club treasury one dollar per 
person present, up to a maximum 
total of $30. Tours were guaran- 
teed not to take more than an 
hour, including refreshments served 
at the close of each tour. The 


Short 


Lesson 
In 


‘Winning 


hostess conducting club members 
through the store was a local tele- 
vision and Little Theater celebrity. 

No advertising of the plan was 
necessary. After the first three 
telephone calls to presidents of 
clubs, the news spread. The store 
soon had plenty of requests at the 
rate of four a week. Eighty tours 
were given in all, with still more 
clubs on the waiting list. 
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gest customers, however, are not 
in Charlotte, and it is therefore 
inconvenient for them to come in 
and view the model offices. To 
serve these people better, the store 
photographs its model offices in 
color and has 8” by 10” color 
transparencies made. These are 
used with portable viewers carried 
by the salesmen to make vivid 
sales presentations. 





When it comes right down to 
ordering furniture and _ fabrics, 
however, the customer is urged to 
come in to Charlotte and inspect 
the actual article before making 
up his mind. Local customers often 
come in a dozen times or more dur- 
ing the course of a long job. 
“Going into decorating was a 
big step for us,” Mr. Pound says, 
“but there is no doubt that our 





experience, and that of many oth- 
er stationers across the country 
who have taken the same step, in- 
dicates that this is a service that 
is definitely enhancing the pres- 
tige of the industry and very defi- 
nitely increasing the size of furni- 
ture orders. The potential of our 


furniture business is certainly much 


greater as a result of the new ser- 
vice.” 














A unique promotion enabled 


Pound & Moore to familiarize 
community leaders with the broad 
range of the store's services, in- 
cluding the card, pen and com- 
mercial stationery lines shown 
here. Also promoted were repair 
services, furniture and printing. 





Friends and Influencing People 


Tour participants who had 
thought of Pound.& Moore as 
purely an office supply store were 
amazed at the large gift depart- 
ment with its excellent bridal ser- 
vices, at the upstairs model offices 
and the complete decorating ser- 
vice. They learned that in addi- 
tion to a complete office supply de- 
partment, the store has school and 
art supplies, luggage, cards, second- 
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hand furniture, a rubber stamp de- 
partment and its own separate 
printing plant, three stories high. 
Most of the visitors were unaware 
of the repair service offered on of- 
fice machines, fountain pens and 
office furniture. 

Needless to say, the club mem- 
bers left with a pleasant feeling 
toward the store and an interest 
in using more of its facilities in the 


future. Sales increases in certain 
fields were quickly attributed to 
the tours and the resulting good 
will is expected to produce gains 
far into the future, even though 
there was no actual selling during 
the tours. Some of the contribu- 
tions were deductible. The store 
considers it a unique and profit- 
able way to reach a large group of 
influential, active business people. 
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What's Happening to Quality? 





Part of the answer to this question lies with 


dealers themselves. The way you buy, 
promote and sell has a great deal to do with 
the quality of industry products 


By Gordon B. Cross, Ph.D. 


He often we hear the familiar 
chant, “They just don’t make 
things like they used to.” All of 
us have been guilty of this sort of 
thinking at one time or another. 
It’s a part of the “good old days” 
point of view from which it is easy 
to feel that everything modern is 
going to the dogs. 

Believe me, all of us are lucky 
that they don’t make things like 
they used to. Today’s customers 
would never be satisfied with the 
quality and variety of goods which 
were offered in stationery stores 
20 or 30 years ago. 

One of the reasons why people 
sometimes feel that all merchandise 
is being made of poorer materials 
or with poorer workmanship is be- 
cause some of the mass-merchan- 
disers have been featuring and pro- 
moting shoddy goods. Some of 
these efforts have met with specta- 
cular success and we ourselves are 
often tempted to follow suit. 
Should we do this or should we 
retain our traditional position of 
selling quality products? 

From an economic standpoint, a 
good case could be made for either 
of these approaches to merchan- 
dising. There is no real justifica- 
tion for making a product better 
than it needs to be. It can be just 
as wasteful to have too much cost 
put into a product as too little. 

In the long run, however, we 
should expect to see all merchan- 
dise become gradually better and 
more suitable for the purpose for 
which it is intended. The problems 
of scarcity have largely been solved 
in the American economy. For ex- 
ample, nearly every home has a 
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refrigerator. The next step will 
not be to add another one, but to 
replace the present refrigerator 
with a bigger and better one. Most 
offices have the basic equipment 
needed to carry on business. They 
will probably not be interested in 
more or cheaper products. 

If they do anything at all, they 
will move in the direction of bet- 
ter machines and materials. 

The retailer who stresses quality 
is performing a definite economic 
service for his community and for 
the whole country. Most new items 
of merchandise are quite expensive 
when they first appear on the mar- 
ket. It is only by selling large 
quantities of such items that they 
can be produced in sufficient quan- 
tity to bring them into mass pro- 
duction. Mass production techni- 
ques will then bring about reduc- 
tions in cost with the result that 
the consumer will be able to buy 
a better item at a price formerly 
paid for an inferior item. 

This process of bringing new 
items into wider distribution is one 
of the most important services 
which the retailer renders to the 
economy. It is through this con- 
tinuing quality-growth cycle that 
we can teach toward the goal of 
“better things for all.” This goal 
will soon replace the long-standing 
goal of “more things for all” which 
has so land dominated our thinking. 

Let it be clear that I am not 
equating a high price with quality. 
One of our strongest inflationary 
forces stems from the over-pricing 
of mechandise in an attempt to 
secure a wide margin. A more 
sensible approach is found in the 


policy of always offering good 
quality at the lowest price con. 
sistent with good dollar profits. 

A retailer has the responsibility 
of giving good value to his custo- 
mers. In order to do this, he must 
be constantly alert to new pro- 
ducts. Any new item should be a 
better value than the item which 
it replaces, or the merchant is do- 
ing a disservice by offering it. 

The real question is not “What's 
happening to quality?” What we 
should ask is “What are we doing 
about quality?” Are we buying 
quality, promoting quality, and 
selling quality? Or are we letting 
our customers be fooled by cheap 
merchandise which is more attrac- 
tively presented or promoted? 

There is a disturbing tendency 
to associate the word “promotion- 
al” with poor quality or low price. 
There is a certain snobbishness 
about this viewpoint which may be 
doing great harm to those of us 
who believe in quality goods. 

Are we not doing ourselves harm 
by expecting customers who want 
quality to seek us out while they 
are being bombarded on all sides 
by promotional activity from the 
mass-distributors? 


portance of high quality if we do 
not do it ourselves? 

Almost every retailer who finds 
himself in trouble over shrinking 
sales grasps at the straw of price 
promotion. There is little evidence 
to prove that this is an effective 
method of getting a retailer back 
on his feet. It is much more ef- 
fective to hold the price level con- 
stant and then keep a continual 
pressure on improving the stand- 
ards of our goods. 

Unfortunately some manufac- 
turers have produced items of 
equipment which are not properly 
inspected before they leave the 
factory. Customers tend to con- 
sider minor defects as evidence of 
poor quality. As distributors we 
should keep constant pressure on 
the producers to avoid these costly 
errors. A customer may be turned 
toward an inferior product because 
he becomes annoyed with minor 
defects in better items. 

The future of your business does 
not lie down the road toward shod- 
diness. 


MODERN STATIONER, JANUARY, 1960 


Who is going 
to educate customers to the im- § 











4 


1960 . 
deals 
LINI 
chant 
indiv: 
LINI 
BLA‘ 
avail: 


L 
/ 
PUR 
MAI 
F 


Broad Px 










Css 


rm 
ant 
ney 
des 
the 


ing © 
im- 9 
do | 


nds 


‘ing 
rice 
nce 
‘ive 
ack 


on- 
ual 


960 




























ite FREE 


and (#8 LEGAL / 


Litach7 


LEGAL COPY 


BALL POINT PENS 


MEDIUM POINT OR FINE POINT 








* Permanent — Non-Smudging — Non-Transferable —Non-Skip 
* Especially Developed for the Thermo-Fax 
and other Copying Machines 
¢ New Special Formula insures lifetime visibility of ink 
¢ Ink meets U.S. Gov't. Specs. TT-I-562 
* Perfect Balance Prevents Writing Fatigue 

1960... the beginning of a NEW DECADE of LINDY’S profitable 
deals for the Dealer! All the popular non-refillable pens in the famous 
LINDY Line (except Lindy Jr., 2’N’1 Office Pen and Skin Pack mer- 
chandise) feature a FREE LINDY LEGAL COPY PEN packed on 

individual resale card (49¢ retail value) with each dozen units! 
LINDY LEGAL COPY PENS come in 4 colors of ink... RED, BLUE, 
BLACK, and GREEN. The LINDY #602 Legal Copy Refill is also 

available in these same brilliant colors — medium or fine point. 
LINDY LEGAL COPY INK is guaran- 
UNCONDITIONALLY GUARANTEED NATIONALLY ADVERTISED teed to be permanent and will 


not wash out or dry clean out. 
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Eastern Commercial 
Stationery Show Draws 
Attendance of 7,119 

A total attendance of 7,119 was record- 
ed for the third annual Eastern Commer- 
cial Stationery Show held in October at 
the Trade Show Building in New York 
City. 

This compares with 5,025 a year earlier 
and slightly over $3,000 at the first East- 
ern Show in 1957. This year’s figure in- 
cluded 3,866 dealer personnel and 1,132 
visiting guests. 

More than 200 manufacturers took part 
in the show, occupying three floors of the 
building. 

The show is jointly sponsored by The 
Stationers Assn. of New York and the 
Metropolitan Travelers Club. General co- 





Sophia Ehrlich reaches for the winning entry 
in MODERN STATIONER's “Win a Mink" 
contest at the Eastern Commercial Stationery 
Show. Carl Judkoff, co-chairman of the 
show, cooperated by shaking up the boxful 
of entries. 


chairmen were Carl C. Judkoff and Martin 
M. Moldow. 

A mink stole given away at the show 
by MODERN STATIONER AND OF- 
FICE EQUIPMENT DEALER was won 
by Mrs. Arthur Williams, wife of the 
manager of Howard W. Boise, Inc., Plain- 
field, N. J. The winning name was drawn 
from the thousands of entries on the final 
day of the exhibit. The drawing was made 
by Sophia K. Ehrlich, executive secretary 
of the show, with the help of Carl Judkoff. 


Speakers Announced 
For L.A. Sales Rally 

Two top speakers have been announced 
for the 1960 Sales Rally of the Golden 
State Travelers Club. The rally will be 
held Wednesday evening, Jan. 18, at the 
Los Angeles Statler Hotel. Cocktails will 
be served from 6:00 to 6:45 p.m. and 
the program will begin at 8:00 p.m. 
“Greater Sales in a New Decade” will 
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PRESSTIME NEWS 


A specialized department in office procedures having to 
and related equipment has been formed by Farnham’s, Minneapolis. CLARENCE 
BENSON, executive vice president, says the new department will be concerned with 


do with automation 


all phases of filing, visible equipment and all forms of record keeping systems. Le- 
Roy Peterson and Peter Ochsner attended a special course to prepare themselves 
for coordinating the activities of this specialized department. 

* * * * 

The possibility of moving the 1961 NSOEA exhibit from the Conrad Hilton to 
the new Chicago Exposition Center, being built at 2300 South Michigan Blvd., was 
discussed at recent meetings of manufacturer members of the National Stationery 
and Office Equipment Assn. Slight changes in exhibit hours and the assignment 
of booth space were also considered. 

* * * * 

Haroip J. Hein, Midcity Press, Inc., has been elected president of the Statio- 
ners Association of New York. He succeeds Cart C. JupKorr, who received a 
standing ovation as he advanced to chairman of the board after five years as pre- 


sident. Mitton Go.pHam has become the group’s first permanent director. Others } 


elected were Mannie Kuein, The Klein-Heimbinder Co., vice president; Irvine 
STEINHOLTz, Cantigny Printing & Stationery, secretary; ARTHUR Ropinson, Simaz 
Stationery, treasurer; and Sam Rasinowitz, Mort Lisien and Barry SIsKIND, 
three-year directors. The new president is the same Mr. Hein who helped his alma 
mater, Penn State, defeat Army in football last fall for the first time by devising 
a psychological plan to expose the team to a barrage of recorded Army yells and 
cheers during practice session. 
* * i * 

CuarLes Corpray, corresponding secretary of the Northwest Travelers Club, 
and Ken Pererson have been appointed representatives in the Minneapolis area 
for Sengbusch Self-Closing Inkstand Co. Their organization, known as C & K Sales, 
is located at 302 Boston Building, 5th and Robert Sts., St. Paul, Minn. 

* * - * 

H. 8. Crocker, Sacramento, Calif., was first prize winner in the stationery 
category of the 1959 Letter Writing Week display contest. Horder’s of Chicago 
placed second and Schwabacher-Frey Co., San Francisco, was third among statio- 
ners who entered. 

* * * * 

Quartus P. Graves, formerly with Eversharp and a veteran of 26 years in 
the writing instrument field, has been appointed vice president of Venus Pen and 
Pencil Corp. in charge of pen marketing. 

* * * * 

Record Christmas card sales in 1959 have been estimated at close to 2,630,000,- 
000 by StepHen Q. SHANNON, executive director of the Greeting Card Assn. He 
estimates the nation’s consumers spent $275 million for such cards in 1959, a rise 
of $13 million over the previous year’s total. Design symbols grouped under the 
classification “Bold Titles” were the most popular category among general Christ- 
mas cards in 1959, and Madonna designs were the most popular type of religious 
Christmas card. 

* * * * 

Schwab Safe Co. has appointed Davin Konansky, manager of Aetna Safe Co., 
46-50 West 29th St., New York, as wholesale warehouse distributor to give over- 
night delivery to dealers in New York as far north as Albany, in Cinnecticut, and 
in New Jersey from Trenton north. Direct delivery to dealer customers is offered 
in the Greater New York City area. Mr. Kohansky has had 16 years experience 
in helping dealers sell record protective equipment. 
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NEW PRODUCTS . . 


be the theme of the group’s ninth an- 
nual sales rally. 

The first speaker will be the Rev. Alex 
Gerald Nichols, pastor of the First Meth- 
odist Church of Long Beach, on the sub- 
ject, “Sell to Satisfy.” One of California’s 
most sought-after convention speakers, 
Rey. Nichols was also on the Travelers 
program four years ago. 

A talk on “How to Get Better” will 
be given by Joseph E. Burger, director 
of public relations for H. V. Nootbaar 


and Co., Pasadena. Mr. Burger is listed 
among the nation’s top speakers in the 
Speakers Guide of the American Society 
of Association Executives and on the 
Speaker Roster of the National Sales 
Executives. 

Also on the program at the ninth an- 
nual sales rally of the Golden State 
Travelers will be a “Dealer Salesman of 
the Year” contest. Kenneth Fullerton is 
general chairman of the rally. Loyal Car- 
lon is heading the dealer salesman selec- 
tion committee. 

Between 500 and 600 are expected at 
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And Rogersnap IS the good word if 
you are seeking the solution to 
increased sales and profits in your 
stationery department. Rogersnap 
Carbon Second Sheets and Business 
Forms in the exclusive time-saving 
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*Flip-Out Dispenser Box are an 
essential requirement for up-to-date 
business systems. 

Your customers will appreciate the 
service you offer them by stocking 
Rogersnap. 

Write for complete information 
on how to snap up sales with 


Rogersnap. 
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the rally and any stationers who happa 
to be in California in January have bem 


invited to attend. X 


NOFA Schedule Given 
For Atlantic City 
Convention-Exhibit 

A preliminary schedule for the 19% 
convention-exhibit of the National Offic 
Furniture Assn. has been announced. 

The fourteenth annual NOFA  shoy 
itself will be held March 11 through 1g 
Friday through Sunday, at Chalfont. 
Haddon Hall and Convention Hall 
Atlantic City, N. J. A pre-conventig 
Refresher Sales Clinic is planned fy 
Thursday, March 10, with a_top-notd 
sales executive speaking on “Your Custy 
mer in the Hard-Sell Economy.” 

Various features of the convention pm 
gram also will be aimed at the develop 
ment of better sales techniques. As ® 
past years, the business sessions, pangs 
and clinics will take place in the mom 
ings, leaving afternoons free for visiting 
exhibits. 

An attendance of 4,500 is expected t 
see the new designs and new models ¢ 
more than 150 office furniture manv 
facturers. Exhibit hours for the buying 
selling “Office Furniture Mart” will bk 
12:00 noon to 6:00 p.m. daily, March 
11, 12 and 18. 

New at the 1960 show will be a Sun 
day morning breakfast honoring all per. 
sons with 25 or more years of service in 
the office furniture industry, and a Fri ® 
day evening New Officers Cocktail Re © 
ception, followed by a NOFA Fun Party 
with entertainment. 3 

Vernon Vallet, NOFA president, wil 7 
open the convention with the annual bus | 
iness session at 9 a.m. Friday, March 11 
Committee reports and the election of of- 
ficers will be followed by a panel dis 
cussion on problems of the office furni- 
ture industry. New NOFA projects wil 
be introduced at a March 12 clinic and 
the Annual Banquet will be held that 
evening. Mr. Office Furniture Dealer of 
1960 and the “Office Furniture Salesman 
of the Year” will be announced at the 
banquet. 

Sunday morning’s schedule, March 13. 
in addition to the breakfast for 25-year 
men, will include a non-denominational 
religious service. The ladies program wil 
include trips to gardens and_ historical 
spots and also a talk on “Personal and 
Home Styling.” 

Further information on the show can 
be obtained from NOFA headquarters al 
327 South LaSalle Street. Chicago 4, Ill 





















St. Paul Man Wins 
Seminar Scholarship 

Alfred J. Borsheim of McClain Hed- 
man & Schuldt, St. Paul, Minn., has 
been announced the winner of a $250 
NSOEA Sales Management Seminar 
scholarship offered by the G. J. Aigner 
Foundation. 

Mr. Borsheim planned to use the schol 
arship to attend the seminar at Western 


MODERN STATIONER, JANUARY, 1960 











xclusive new money-maker 


yy 


{ a» 






















Waterman VE ff 


Wil im / [ There is no other 4-color pen 
im | on the American market today. 
f/ Fe // If you have it, you sell it. 
y/ Ff The Waterman “Jif” writes or draws 
y/ Eb flawlessly in ink in Black, Blue, Red 


or Green. With one motion of your 







thumb one color propels and the other 


PY . agp 4 | 
4, “« ( nr ) i fz // color automatically retracts. It is 

} a precision manufactured instrument. 
ball pen 







Gleaming chrome barrel and cap. 





Fully Guaranteed. 





You can sell the “Jif” in volume directly to 





business and professional organizations. Generous 





Waterman trade discounts. Makes a perfect 





gift item too... because it is different. 


J695 Waterman “Jif”; Retail Price, *6> 





INSTANT SALES TO 





| bus: j ENGINEERS, ACCOUNTANTS, 


N EW 


Waterman 
4 Color Ball Pen 


dale SCIENTISTS, 








= STUDENTS AND 
| Colorful eye-catching, pen-selling 

display #83 contains One Dozen 
Waterman J695 Waterman “Jif” Pens 
with lustre gift Box for each. 

List Price, $83.40. 

REFILLS: Available in packages 
of one dozen of a single color 

or package of one dozen assorted 

colors. Retail price, 50¢ ea. 


er of BUSINESS 


EXECUTIVES 


* 





CHECK ONE 


Hed- USE THIS 
$250 COUPON 
ion FOR FAST 
chol- ACTION 


(1 Have your representative call. Address. 





(0 Fill my order and ship ________ “Jif” City Zone State 


QUANTITY 


4-Color Ball Pens @ $83.40 per dozen 
less applicable trade discount. Buyer's Signature 
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NEW PRODUCTS .... 


Hills Lodge, Wagoner, Okla., 
of Nov. 15-20. 

A new seminar date has been added 
to the 1959-60 schedule by the National 
Stationery and Office Assn. A_ second 
seminar will be conducted March 13-18 
at the University of Georgia’s Center for 
Continuing Education, Athens, Ga. Deal- 
ers in the Southeast and any others in- 
terested in a sales management program 


the week 


vestment Building, Washington 5, D. C. 

Each of the seminars consists of a week 
of concentrated study and discussion of 
various sales management functions. 

The seminar schedule calls for sessions 
Jan 17-22 at Pierpont Inn, Ventura, Calif., 
and Jan. 24-29 at The Empress, Victoria, 
B. C., Canada. 


Paper Clips Featured 
In Special Issue Ad 


A mass of paper clips on a black back- 


tailored for the industry 


can obtain fur- 


from NSOEA, 740 In- 


ground provided the art for a_ five 


information column, 21” ad for the Ivan Allen Co. in 












STAKTUBE 
ROLL FILE SYSTEM 


All steel-encased cabinets with steel-rimmed 
tubes for easy-to-find, safe print storage. 
Complete with either 36 (2%,” ID), 16 

(3%’" ID) or 9 (4%” ID) tubes, 8 lengths, 
24 sizes. Files bolt together for stacking to any 
pa. With locks if desired. 


the line that’s 
engineered for 
lifetime quality : 

and designed for t=" 


GER PROFITS = 


Drawing Tables 

































Stay with STACOR—all down the line. Your customers and 
Prospects already know STACOR tables . . . they're pre-sold 
through strong and continuing STACOR national advertising. 
Make this pre-acceptance work with you to sell STACOR 
Lifetime Quality equipment for all drafting room needs. 
Write Today for Big New Catalog 


STACOR EQUIPMENT CO. 
315 Emmet Street, Newark 5, N.J.—Blgelow 2-6600 
Manufacturers of Quality School and Drafting Equipment 


Warehouse Stocks in: Boston, Detroit, Hartford, Los Angeles, Montreal, 





Philadelphia, 
San Francisco, Saint John, N.B., Toronto, Washington, D.C. 
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395.142.6041 PAPER CLIPS 
AND 60 YEARS LATER 





ant  Edeakieadel 
Dom ark, mapptes Come Does Bh WE. ol he mgt 
we 2s eee, ° 


Fe tan oa parm rhe, ms el as or oa are, 
ere 8 a tam 6 Leon  (o ce MF ald 
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THE SQUTW'S LARGEST AND MOST COMPLETE OFFICE OUTFITTER 


a special, 104-page newspaper section call- 
ing attention to Atlanta’s first million. 

The copy tells of the important part 
Ivan Allen paper clips have played in the 
history of Atlanta, mentioning various 
historic occasions when the clips may have 
been used in the past 60 years. 

The heading says, “393,142,641 Paper 
Clips and 60 Years Later.” The closing 
line, just ahead of the signature, reminds 
readers that, “Incidentally, we have 
3,533,562 paper clips on hand right now 

.and can order more.” 


Sweda, Monroe Joined 

A majority interest in Svenska Data 
register AB, Stockholm producer of cash 
registers and other equipment under the 
brand name Sweda, has been acquired 
by Litton Industries, Beverly Hills, Calif. 
Two Sweda distributing companies in 
Chicago and Switzerland acquired by Lit- 
ton will be administered through Litton’s 
Monroe Calculating Machine Co. division. 
Terms of the purchase were not an- 
nounced but an announcement said it is 
hoped to add more than $10 million an- 
nually to Monroe’s sales. 


Office Equipment Leasing 
Reported Growing Fast 

Leasing, rather than purchase of office 
equipment, is fast growing in acceptance 
throughout the nation, United States Leas- 
ing Corp. reports. 

To meet increased demand, the leasing 
firm has appointed L. Stephen Savoldelli 
to head an expanded office equipment 
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oo with my new 





The only adding/calculating machine 
that tells you at a glance whether 
it’s clear or in use. 


The NEW Regna ten operates with 
jet-like speed, is almost noiseless 

and the price is much lower than you 
think! Everything you have ever 
dreamed of has been combined in these 
NEW Regna electric and manual models: 


¢ Traffic signal window shows 
green when machine is clear 
and red when in use. 


Special figure indicator. 


Safety handle prevents misuse 
of hand operated machine. 


Optically shaped keyboard cf ~ Move fast —— 


combats eye-fatigue. it's profitable! 
Types made of world famous Swedish 
steel insure superior imprint. 


Mail the coupon today— 


First figure entered is instantly we 
secured by printed protection symbol. Mail it | REGNA CASH REGISTERS INC. 

1 175 Fifth Avenue, New York 10, N. Y. 
Keys molded to the touch of your hand. 


N Ww! ! Gentlemen: 
* Adding capacity up to ten columns. * Please rush more information on the new 


10 key Regna Adding Machines and outline 
advantages of becoming a Regna Dealer. 
Name 
Address 
In Canada: Regna Cash Registers of Canada Ltd., City 
704 Notre Dame St. W. Montreal, Que. Jone State 
OUTSIDE CONTINENTAL U.S.: 
Jorgen S. Lien, Box 507, Bergen, Norway 
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FREE SAMPLE OFFER 


INK MARKER 


WHEN LEFT UNCAPPED 







FLASHDRY INK MARKER that's always ready 


flowing again ... no matter how long the cap 
has been off! 

@ Writes on any surface, including metal 
Contains more ink than other markers at 
higher prices! 

8 brilliant colors 

Guaranteed 2-miles of writing 

Can't evaporate, completely leakproof 
Replaceable tips and inks mean economy 
Available at all leading Dealers 


CANADA: Seal-o-matic of Canada, 2 Matilda St., Toronto 


NEWS 





MARK ANY 
MATERIAL! 


“FLASHDRY 












more 


ume will double 





diversified 
such as 





NEVER DRIES UP US. 








exclusive 
Wet-Wick, 
Valve Action* 









a brand-new concept... it's the ALL-NEW motion to 


use. Just push down and Presto! The ink is was demonstrated 
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MANUFACTURING COMPANY 
169 MURRAY STREET, NEWARK 5, N. J. 


FREE SAMPLE write: Only 











division. He was formerly European sales 
manager for Coca-Cola Export Corp. 
U.S. Leasing reports it currently has 
than $2 million worth 
equipment on lease, and expects this vol- 
within 
months. When the plan is handled by a 
equipment 
Leasing, 
lease is just the same as an outright sale 
to the manufacturer, dealer and salesman. 


leasing 


Pencil Promotion Draws 
Crowds for Goldsmith's 

The effectiveness of a well-planned pro- 
introduce 
this case the Venus 3500 Lead Pencil— 
at Goldsmith 


new 


Stationery Co. in New York in October. 





of office 


the next six 
company, 


the consumated 


product—in 


Brothers 


2 i 

Window display, floor demonstrator, 
newspaper advertising and other promo 
tion efforts were all coordinated for 4 
week to whip up interest in the ney 
pencils. A_ tie-in was worked out with® 
Kent Kordless battery-operated pend 
sharpeners to further increase consume 
interest. 

During the promotion, crowds gathered 
each day around a demonstrator who 
showed how the pencil writes through 
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TOP-BOARD SIZES: 


No. 602-1—23"x31” 
No. 602-2—24"x36” 
No. 602-3—31"x42” 
No. 602-4—38”"x48” 
No. 602-5—38”"x60” 
No. 602-6—38"x72” 
No. 602-7—44"x72” 








PREFERRED by AGENCIES and STUDIOS 


New...steel end channels for more ac- 
curate draftsmanship! The first table to 
feature a full-length guard rail and ser- 
rated arcs on size 38” x 48” and larger. 
Two stabilizing wheels plus easy grip Ps 
handwheel provide fast and easy tilt and 
height adjustment. Minimum 3234” to 
Maximum 42 42” high. 


ANCO WOOD SPECIALTIES, INC. 
71-08 80th Street, Glendale 27, New York 
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HARDWOOD RULERS 


precision-matic 









‘SENCO 


delivers Quality, 
Variety, Consistently 


Senco’s new precision-matic machines 
turn out rulers of uniform top quality... 
guarantee you extras that mean faster 
turnovers ...more “money in the till.” 


MAKE Selling Rulers PAY 


Ask your nearby jobber about 
the profit-making Senco deal. 


Only Seneca Novelty Co., Inc., makes SENCO Rulers 
SENECA NOVELTY CO., INC. @ 52 MILLER STREET @ SENECA FALLS, N.Y. 
- - - for more details circle 141 on last page 
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nine carbons without breaking, explained 
the principle of the new lead, and gave 
out samples and brochures. 

Herb Gellers, Goldsmith’s stationery 
buyer, reports the store’s initial order 
was sold out quickly and he reordered 
twice in less than a month. 


Aluminum Designs Offered 
For Office Furniture 

Twelve original office furniture designs, 
created by Kaiser Aluminum’s industrial 
design department, have been presented to 
furniture manufacturers to suggest modern 





Cantilever design in brushed aluminum is a 
special feature of the Satellite as created by 
Kaiser's industrial designers. The desk top 
is aluminum sheet covered with metallic 
leather with a writing area made from clear 
lucite on a brushed aluminum base. The 
swivel reading stand and lamp are em- 
bossed, anodized aluminum sheet on forged 
aluminum swivel columns. The pedestal is 
wrapped aluminum sheet edged with alum- 
inum extrusions. Telephone panel and pedes- 
tal sliding doors are anodized aluminum. 





The Chancellor, one of 12 original office 
furniture designs created by Kaiser, features 
a sweeping 90-degree curve of aluminum 
sheet bound with brushed aluminum extru- 
sions. The desk top is bonded linoleum with 


type executive office furniture, 

In addition to its easy formability, alumi- 
num has an advantageous  weight-to- 
strength ratio that permits equal or great- 
er strengths with up to two-thirds less 
the weight of furniture made from other 
materials. Light weight aluminum also 
can be rearranged, shipped and stored at 
considerable savings. 

The company says aluminums’s natural 
or clear anodized surfaces in combination 
with various textured or colored finishes 
give the designer a large number of inter- 
esting possibilities to select from. 


a white writing pad of high luster bonded 


white vinyl. The desk and accompanying 
table and cabinet have aluminum die cast 
and permanent mold legs. The chair body 
is made from heavy gauge, high luster alum- 
inum plate and a fabric using interwoven 
aluminum thread. 


Wholesalers’ Survey 
Results Are Published 

The results of recent research have been 
published by the Wholesale Stationers 
Assn. in a 3$7-page, loose leaf booklet en- 


titled “Statistics on Progress in Whole- 

furniture styling made possible through saling.” 
the use of aluminum. Included is a summary and analysis of 
In combination with other materials, a survey of retail stationers in the United 


aluminum is shown to permit a wide range 
of modern features including sharp angles, 
sweeping curves, cantilevers and split area 
desk tops. 

Kaiser says each of the 12 new office 
suites was designed to measure up to rigid able to keep the booklet up to date. 
engineering standards so that production Copies of the booklet may be obtained 
of the new designs is both practical and by writing to the Wholesale Stationers 
economical. Two of the designs have al- 1609 Sherman Ave., Evanston, 
ready been successfully used for proto- 


States and Canada, showing retailer re- 
action to various wholesaler policies and 
services. Results are broken down by 
region and by size of operation. From 
lime to time, supplements will be avail- 


Assn., 
Illinois. 





$680 Yearly Sales from °57 Inventory! 












Model S-3 U.L. “C" Label Sentry. Big-safe 
features include Vermiculite insulation, 
heavy all-welded construction, built-in 3- 
number combination lock, heavy duty bank 
vault type lock bar, baked enamel finish. 
Dimensions: Outside—2414"x174"x17)4"; 
Inside—15”x12”x13” (2340 cu. in.) Weight: 


24 . 
one Suggested List $79.95 
Model S-8 Sentry—Same as above, but 15” 
x12”x 1844” (3330cu. in.) Weight: 330 Ibs. 
Suggested List $119.95 
Model S-C Safe-and-Cabinet Sentry. 
Exclusive! Mahogany, walnut or blond 
wood double door cabinet (254%” x 20” x 
20”) conceals Model S-3 safe—makes 
handsome end table, night stand, TV base. 
Suggested List $119.95 
Model S-1 Sentry. New, budget - priced 
floor model with basic features and con- 
struction of S-3. Dimensions: Outside— 
2442” x 174%” x 13”; Inside—15” x 12” x 
9¥2". 2-position shelf. Weight: 175 Ibs. 


Suggested List $69.95 






SENTRY* DEALERS’ AVERAGE GROSS 
IS 12 TIMES THEIR INVESTMENT! 






You don’t have to be big or tie up a lot of capital to make 
money with SENTRY SAFES. Last year the average 
Sentry dealer enjoyed once-a-month turnover... grossed 
$680 ... yet invested only $57. A floor model does the 
trick, because SENTRY drop ships to order. 


BEAT COMPETITION—MAKE FULL PROFIT 


SENTRYS sell for ess than half as much as average com- 
petitive safes, yet return you full profit. That means vol- 


ume sales . . . a chance to cash in on the virtually un- 


tapped market of householders, farmers, professional 
men and small businessmen who need the fire and theft 
protection they can afford with a SENTRY. Write for 
details. 


New SENTRY : 
IN-FLOOR SAFE 


Designed to be installed in 
concrete floor or block. Steel 
cover fits flush with floor— 
protects safe from dust, traf- 


New SENTRY Theft-Resistive 
WALL SAFE fic. 3-number combination 
lock cannot be “punched. 


Quickly and easily installed between 16” Dimensions: Outside—16%” 
studs (or in concrete wall or floor). New . 834"; eet. so. 
3-number combination lock, “E-Z Read” Leight: O> IDs. Solves Over- 
dial. Dimensions: Outside—7” x 11” x — Pesce rend oe 
14”; Inside—6” x 10” x 13”. Mounting 


value. 
panel—1614” x 11”. Asbestos lined in- Suggested List $57.50 
terior. Weight: 26 lbs. 


Also available with inner 
Suggested List $36.75 


key-lock compartment and 
| F 
4 JOHN D. BRUSH & CO., Inc. 580 West Ave., Rochester 11, N.Y. 
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Linsky New President 
Of Wilson Jones Co. 

Wilson Jones Co., manufacturer of loose 
leaf business forms, equipment and sup- 
plies, announced in 
November the elec- 
tion of Jack Linsky 
of New York City 
as president, direc- 
tor and chairman of 
its board, succeed- 
ing Benjamin Kulp, 
who retired. 

Mr. Linsky is 
president of Swing- 
line, Ine., the larg- 
est stockholder of 
Wilson Jones. Active in the stationery 
industry for almost 40 years, he was orig- 
inal organizer of Swingline, which under 
his leadership has become the largest 
manufacturer of office stapling machines 
and staples. 





Linsky 


About two years ago Swingline acquired 
ownership of Ace Fastener Corp., which 
has since then enjoyed substantial growth 
in sales and earnings. 

Wilson Jones also announced the election 
of nine new directors, including Jack 
Mintzer, Swingline general sales manager, 
and Alan Seff, Swingline vice’ president. 


H. L. Chandler Dies 

Harry L. Chandler, president of Adams 
Cushing & Foster, Inc., Boston, and an 
active member and 
past president of 
the Wholesale Sta- 
tioners Assn., died 
unexpectedely Oc t 
20. He was also a 
member of the New 
England Travelers 
Club and historian 
of the Boston Sta- 
tioners Assn. 


Mr. Chandler 





Chandler started his career in 
the stationery industry in 1905 with 
Ward’s in Boston. He joined Adams 


Cushing & Foster in 1913; and when that 
firm merged in 1928 with Samuel Ward 





Mfg. Co., he found himself back with 
the organization with which he had start- 
ed. He became a vice president in 1930 
and president in 1945. Under his guid- 
ance, Adams Cushing & Foster became the 
largest wholesaler of stationers products 
in the New England area. 


Card Designer Honored 

Henrietta (Brownie) Strong, originator 
of Brownie Blockprints, greeting cards and 
paper products, has 
been awarded the 
annual citation of 
‘Outstanding Busi- 
ness Woman of 
1959” by the Busi- 
ness and Profession- 
al Women’s Clubs 
of New York State, 
Districts 1 and Q. 
She received the 
honor in recognition 
of her achievement 
in developing Brownie Blockprints from a 
one-room, one-woman organization into a 
multi-million dollar, nationally-known busi- 
ness. Her first collection was turned out 
on a clotheswringer doubling as a printing 
press in her own cold-water flat some 30 
years ago. 


Brownie 


Charles of the Ritz 
Acquires Venus Stock 

Charles of the Ritz, Inc., New York, has 
acquired 100 percent of the closely-held 
stock of the Venus Pen and Pencil Corp. 
for an undisclosed sum. 

A joint statement by Richard Salomon, 
president of Charles of the Ritz, and Rich- 
ard Lewisohn, president of Venus, said 
Venus will be operated as a wholly-owned 
subsidiary, with all present executives con- 
tinuing in 
trade 


active management and with 
policies and manufacturing 


ations maintained as heretofore 


oper- 


The stock purchase brings together two 
long-established companies. Mr. Salomon 
said the acquisition is a step in the cor- 
porate growth and diversification of 
Charles of the Ritz, a leading manufacturer 
of prestige cosmetics for women 

The 98-year-old Venus Pen and Pencil 
Corp., which has tripled its sales volume 








in the past five years, makes more than 
2,500 products in its lines of writing in- 
struments and toys, and is described as 
the only company in the United States 
producing a complete line of pens as well 
as pencils. With its subsidiary companies, 
the Essex Corp., American Pencil Co,, 
Essex Pencil Products Co. and the Pencil 
Specialty Co., it employs some 1,000. 

Charles of the Ritz was founded in 1916 
and today has approximately 1,000 em- 
ployees throughout the United States, 
Canada, England, France, Brazil, Argentina 
and South Africa. In the past five years 
its sales have increased 150 percent. 


Meeting Place Changed 

The Northwest Travelers Club is hold- 
ing its monthly meetings in a new place, 
The new spot, reports Earl Collins, secre- 
tary-treasurer, is the Normandy Village at 
8th St. and 4th Ave. So., Minneapolis. 
The club meets at 12:15 p.m. on the last 
Saturday of each month. 


Industry Deaths 

Frank C. Morse, chairman of the board 
of Browne-Morse Co. and an_ industrial 
and civic leader in Muskegon, Mich., for 
nearly 50 years, ee 
died in November ~*~ 
at the age of 86. 4 , 
As co-founder of 4 siie| 
Browne - Morse — in j 
1907, he estab- 
lished the company 
as a leading maker 
of office 
for the mass mar- 
ket and later add- 
ed functional lab- 
oratory 


furniture 


Morse 


equipment 
to the company’s line. 

Stanley R. Roselle, Western representa- 
tive of the Richard Best Pencil Co., died 
recently. 

Joseph N. Campbell, veteran Eberhard 
Faber Pencil Co. salesman who retired in 
1953, died in November in a U. S. Veter- 
ans Hospital at the age of 71. A native 
of Middletown, Pa., he covered Pennsyl- 
vania for Eberhard Faber and was in 
charge of the company’s New York sales 
office for many years. 
















NOTCHING 
PUNCH 





PURPOSE 


FOR 
EVERY 








SS 
TALLY PUNCH 


Tally 
99,999. 
also special designs. 
~. 2, % Ee 2 


THE HOGGSON & PETTIS MFG. CO., 141F Brewery St., New Haven, Conn. 






Nos. 17, 33—Notches cards, sheets, etc. No. 
17 dies not over 1/4” wide, 5/16” deep; No. 


33, not over 1/2” deep. 

No. 2 — For 1/8-1/4” round holes; 1-1/4” 
reach. 

No. 3, 1-1/2” reach & No. 12, 2” reach, same 


All will take special dies. 
Punch — Registers number of punchings to 

Punches 1/8”, 3/16” or 1/4” round holes — 
Same counter available in our 
, 21. Write for circulars. 


style as No. 2. 
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Suppliers Share Views 
On Packaging by Tens 

Growing interest in the decimal system 
of packaging was evidenced at recent sta- 
tionery and office supply trade shows. A 
variety of industry representatives have 
expressed support of the concept of pack- 





Comparing packages during a discussion of 
decimal packaging are, left to right, Len 
Hehner and Carl Priesing of Venus Pen and 
Pencil Corp., Chet Stevens, Globe-Wernicke; 
and J. T. Suydam, Burroughs. 


aging units in tens and hundreds instead 
of dozens and gross. 

As a result, a number of manufacturers 
introduced or are 


who have studying 


decimal packaging agreed to exchange their 


findings with other manufacturers in the 
industry. 
During the 1959 National Stationary 


and Office Equipment Assn. convention, 
Carl W. Priesing, vice president of Venus 
Pen and Pencil Corp.; J. T. Sudam, 





dealer sales manager of Burroughs Corp.; 
C. F. Stevens, advertising manager of 
Globe-Wernicke; and Len Hehner, manager 
of advertising and sales service at Venus, 
met informally to exchange their experi- 
ences. They agreed the direct relation of 
packaging by tens to our decimal mone- 
tary system of dimes and dollars would be 
a forward step from a merchandising and 
cost viewpoint. 

Several specific advantages of decimal 
packaging to stationery and office equip- 
ment dealers were pointed out. Some of 
them are simplified pricing, faster billing 
extension and more rapid inventory and 
order control. found that 
package design in more flexible and lends 
itself to better display and shelf storage. 

Burroughs, Globe-Wernicke and Venus 
feel that further exchanges of experience 


Also, it was 


other manufacturers 
will lead to further use of decimal pack- 


and studies among 


ages, as improved service to dealers. 
Oxford to Expand 
Construction has begun on a 30,000 


square foot addition to the Oxford Filing 
Supply Co. main plant at Garden City, 
Island, N. Y. 


improve service to 


Long Planned so as to 


dealers all over the 
country, the additional space will be used 
to accommodate a major re-alignment of 
production facilities and for increased raw 


and finished stock storage. 





You Get 





Sold Only 
Thru Dealers 


3524 N. CLARK ST. 





SAME DAY 
SERVICE 





SEALS 


NOTARY and CORPORATION 


No. 1 Pocket Seals 


DEALER DISCOUNT 40% 
LOUIS MELIND CO. 


CHICAGO 13 


Pat. Pending 
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5-drawer files. 
readily adaptable to every filing system. Send for free sample 
and the GUSSCO complete catalog of filing supplies. 


GUIDE SYSTEM & SUPPLY COMPANY 


335 Canal St., New York 13, N. Y. 
Gussco Sales Inc., 337 Winston St., Los Angeles 13, Calif. 








MEMO 
CLIP 


ih 
<= 


Designed to take very little space, these 
clips will hold memos, menus, etc. erect. 
convenient and accessible. Many are used 
at telephones to hold and organize notes 
and reminders. Memo clips are carefully 
manufactured and have a brightly nickel 
plated base 2 %” in diameter, with a 
clasping arm 2-13/16” high, made from 
high quality tempered and polished stain- 








less steel. Memo clips are packed 21 
pieces to a box. 
Write now for prices. Immediate 
delivery. 
L. D. Van Valkenburg Co. 
HOLYOKE,MASS. 
Quality Est. 1896 Service 
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THE HANGING FOLDER WITH ADJUSTABLE 


METAL TAB 


Guide-O-folders increase the speed and accuracy of filing and 
finding. All weight of the folders and contents is suspended 


on the steel side frames, eliminating all the pulling and tugging 

usually encountered by file clerks in filing and finding. Made 

in 5 sizes — Letter, Legal, Invoice, X-ray and LO-FOLDERS 
Retail List 


The adjustable metal tabs make them 
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Cet Inform: 


% 


Branch Office 
Franchise Agencies 


H. B. Randall, president of Acton Systems Co., used this novel techni- 
que at the 1959 National Business Show to announce the availability 
of a number of franchise territories for the company's intercom 
telephone systems. 


VIEWS 





Winning smile brightens the face of Mrs. R. M. Bagley of the Bagley 
Stati y Co., Hampton, Va., after receiving one of two $100 cash 
prizes given by Bates Mrg. Co. at NSOEA show. Left to right at 
presentation are Joseph Wardman, Bates representative; Mrs. Bagley, 
Charles Mortensen, general manager of NSOEA; and R. M. Bagley, 
The other $100 winner was Vernon Garner of Bramwood Press, 
Indianapolis. 














An Eagle Prismapastel Art Talent Search with a Latin American flavor 
was conducted last fall by Horder's Stationery Stores, Chicago. 
Grand prize was an all expense “Sketch Trip to Guatemala.”’ At a 
reception in connection with the contest, Mario Sarmiento, left, 
Chicago's consulate general of Guat la, pr ted a gift album 
of color photographs to Mrs. Willis Wolf, wife or Horder's retail 
manager. With them are Mrs. Sarmiento, Interpreter Martha Rodas 
and Willis Wolf. Horder's return gift to the Guatemalans was a 
drawing in Prismapastels of one of their country’s famous volcanos. 








Six of George Wolcott's fellow executives at Wilson Jones escorted 
him to a farewell dinner at Chicago’s Drake Hotel. Left to right, 
they are Clarence Smith, controller; Jack Behr, general sales manager; 
Warren M. Dobbertin, secretary and treasurer; Wolcott, retiring vice 
president and director of sales; Harold Gould, Midwest regional 
sales manager; Roy Gould, purchasing agent; and William K. Ryan, 
advertising manager. A _ seventh host, Edward W. Whittemore, 
“Grayline’’ sales manager, was unable to attend because of a 
business trip. 
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CLIMAX 





O 
PYo eed, F- wate), | 
by PRINT-O-MATIC 


| 


FFICE 


CLIMAX OF 20 YEARS OF DEVELOPMENT 


MACHINES that | 
SAVE TIME © CUT COSTS 
for YOU! 


FOLD-C-MATIC pe 
FOLDING MACHINES \.43 


ak y 
¢ FOLD 120 SHEETS PER MINUTE 
IN ALL POPULAR FOLDS 


© POWERFUL UNIVERSAL MOTOR 


\ ® BALL AND SELF-LUBRICATING 
BEARINGS THROUGHOUT 


A MONEY-MAKING AUTOMATION 

CREATION FOR EVERY OFFICE 
FH-5C Desk Model 
FH5-HD Heavy-Duty Model 


and NOW... 
(Super-capacity, folds sheets 
up to 17” x 22”) 
FH6-AP All-Purpose Model 





- 
“ag MORRISHARP 


5 electric 


IF YOU SHARPEN A PENCIL 


| 6 TIMES A DAY YOU NEED A 


MORRISHARP 


| Time saver... money saver... Morrisharp actually sharpens 


NEVER.BEFORE SEEN 
New Model PRINT-O-MATIC 


MIMEOGRAPHING MACHINES B@ 


| 
THE SENSATIONAL | 


5-E ELECTRIC ROTARY FEED 
5-B HAND-OPERATED ROTARY FEED | 


© NEW fully, automatic inking with semi-paste 
non-drip ink. 


® NEW closed cylinder 
& NEW automatic, rotary, lint-free one-at-a-time 


feed 


® NEW modern, streamlined styling 
e NEW and different paper stripping to prevent 
static 


° NEW, no-rubber side guides 


amazing, successful 
PRINT-O-PASTE INK 
and SILK SCREEN PADS 
for MIMEO EQUIPMENT 


a 


PRINT-O-MATIC.CO., INC. 


724 WASHINGTON BLVD. @ CHICAGO 6, ILL. 
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pencils five times as fast! Starts automatically, stops cutting 
when pencil is perfectly sharpened. Has selector for medium, 
fine, extra fine points. Thousands now in use in business offices, 
drafting rooms, bowling alleys, banks, oil refineries, etc. At your 


| stationer’s in choice of office colors. 


P.S.—Morrisharp makes an excellent gift item, too. 


1. 











ALSO ASK ABOUT THESE FINE BERT M. MORRIS PRODUCTS 


1. MORRIS TRAYS —Letter and legal size./ 2. MORRIS MEMO HOLDERS — 
With or without ball point pen./ 3. MORRIS PHONE REST—In telephone 
colors. Fits all phones./ 4. MORRISTAR BALL PEN DESK SET./ 5. MORRIS 
SAFE-T-SET — Nonspill Pen And Ink Set./ 6. MORRIS FOUNTAIN PEN SET. 


BERT M. Morris Co. 


8651 W. Third Street, Los Angeles 48, California 
« - - for more details circle 125 on last page 














Deposit Receipt Envelopes... 
another JUSTRITE specialty! 


Wallet Style 


Deposit Receipt Envelopes are another popular 
banking item offered to dealers by the Justrite 


envelope companies of St. Paul and Atlanta. 


Used by banks and savings institutions, these dur- 
able envelope cases provide long-lasting usage for 
holding mechanically printed deposit receipts . . . as 
well as giving convenience appreciated by bank 


customers. 


Justrite Deposit Receipt Envelopes are furnished in 
either red rope or colored fiberine stocks especially 
made for long wear. They are featured in two pop- 
ular styles . . . side-top opening voucher style, and 
wallet style which opens on the side and has a deep 


wallet flap, as shown above. 


Your customers can choose a wide range of sizes in 
either style, including those recommended for Bur- 
roughs and National Cash Register machines. Here 
is an item that appeals to all banks as a positive 
good will builder. Ample area is provided on both 
sides of the envelope for business boosting adver- 
tising messages. 


Be sure to offer these profitable envelopes to your 


customers. Write either factory for samples and 


more information on these and other fast selling 


envelope products. 
Two Modern JUSTRITE Factories 
NORTHERN STATES ENVELOPE CO. 


300 East Fourth Street © Saint Paul |, Minnesota 
20 East Jackson Boulevard * Chicago, Illinois 


JUSTRITE ENVELOPE MFG.CO., INC. 
523 Stewart Avenue, S.W. © Atlanta, Georgia 


-: 
j Mic ii=} 
toad bend Led 





tr 2} fel 
FSSBCE) only. 
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(Continued from page 


Roll-top Desk 
A “push-button” roll-top desk is 
offered by the Myrtle Desk Co. 


Dubbed “Limited Edition Number 
One”, the new desk preserves the 


best features of the venerable roll- 
top of yesteryear; combining them 
with contemporary styling. A con- 
cealed electric push button opens 
or automatically locks the sliding tambour; the movable cove 
which gave the original roll-top its name. The famed pigeon 
holes, which made its predecessor the first “organized” desk, have 
been retained though they are removable. The flexible top be 
comes a modesty screen when open. A 15-inch overhang on three 
sides of the tambour affords a generous conference area. The 
tambour itself assures valued desk-top privacy. A companion 
credenza also in oil finish India teakwood completes the two 
piece suite. 


—y~ 































































Studio Valentines 10 

“Let’s Play House” is what the 
blushing valentine on the left says, 
and inside the card on the right 
you're greeted with “Me.” These 
designs are from the new Box Cards 
line of Valentines for 1960. Full 


information is available from Box 
Cards, Inc., 526 N. La Cienega 
Blvd., Los Angeles 48, Calif. 
Wood Desk if 
The Williams Desk Series, dis- ail bess a 


tributed by Ed Golden, 175 Fifth 
Ave., New York 10, N. Y., has 
introduced a new model, the D 
200-2-M which has genuine wal- 
nut steam bent panels and two 
modesty panels. Complete in- 
formation and catalogues on the 
moderately priced series are avail- 
able from the distributor. The company also has introduced 
a new series of bookcases, cabinets and files which may be used 
separately or as part of a modular desk grouping. 


Postal Scales 12 

Two new postal scales, a personal 
model No. 150 retailing at $2.95 
and the Modernair, No. 1573, re 
tailing at $5, are offered by Han- 
son Scale Co. A Postal Guide book- 
let with up-to-date regulations and 
rates, as well as 24 assorted postal 
labels, is included with each of the 
Built into the base is a stamp roll dispenser 





Modernair models. 
and space to hold books of stamps and labels. 


Telephone Timer 13 

The Pat Timekeeper by Ketcham 
& McDougall, Inc., is a jet-age ver- 
sion of the hour glass that clips 
to the phone to serve as a practical 
accessory for anyone who keeps an 
eye on phone calls. A timer bubble 
in the crystal clean Styrene tube 
rises from bottom to top in exactly 
three minutes, and resets with a 
flip of the finger. High viscosity 
silicone oil in the tube compensates 
for temperature changes. The chromium clip holds a handy 
chained-in-place mechanical dialer pencil. Retail price is $1.9, 
or without pencil, $1. 
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Minicture Rack 

A new revolving self-service wire 
rack featuring Panda Miniatures has 
been introduced by Panda Prints. The 
rack, supplied free to dealers as part 
of a package deal, takes up 16 inches 
of counter space and holds six each 
of Panda designs covering every sub- 
ject from birth announcements to in- 
vitations to barbeques. Each design is 
in a polyethelene sealed package con- 
taining 12 notes and envelopes retail- 
ing at 59 cents. 





Portable Typewriter 15 

“Forto”, a new portable typewriter made in Holland, is be- 
ing imported and distributed exclusively by Robinco New York, 
Inc., 5 East 17th St., New York 3, N. Y. It is a complete 
deluxe portable, combining precision engineering with a stream- 
lined satin-smooth body and a unique keystone angled modern 
carry-case. The distributor says it is attractively priced to give 
dealers a better-than-average profit margin. 


Stock Market Game 

A new stock-market game, “The 
Big Board”, features the 30 “Don 
Jones” industrials, such as Dew 
Pond Co., Genuine Motors, U. S. 
Deal, etc. It is described as edu- 
cational and fun for adults and 
teen-agers. Every game presents a 
different situation requiring a different strategy. Retail 
is $4.98, says Dadan, Inc., 480 Factory St., P.O. 
Watertown, N. Y. 





price 
Box 58, 


Spray Cleaner 

A convenient all-purpose cleaner in 
an easy-to-use spray can has been in- 
troduced to the trade by the I. T. 
Morris Co., manufacturers of Morris 
Spray Type and Platen Cleaner. Known 
as Morris Miracle Foam Cleaner, the 
new product is for cleaning desk tops, 
filing cabinets, office chairs, and business machines of all types. 
The aerosol can prevents spilling or evaporation, and the cleaner 
is simply sprayed on and wiped off with a cloth. It can be 
used on wood, metal, leather, plastic, and fabric surfaces, and 





can also be used as a hand cleaner, to remove carbon or ink 
smudges from the skin. Since it contains no carbon tetra- 
chloride or other harmful ingredients, it is non-flammable and 


at $1.75 per can, with standard trade dis- 


Two-color leaflets, imprinted with dealer’s name and 


non-toxic. It lists 
counts. 


address, are supplied free, and full-color postcards, also indi- 


vidually imprinted, are available from I. T. Morris Co., Box 
126, Canandaigua, N. Y. 
Thin Rule 18 


Flash Manufacturing Co. has an- 
nounced what it calls the world’s thin- 
metric rule, the new Executive 
Thin Line Rule. It is only .635 centi- 
meters or %4 inch wide and 2 metres 


nest 





long. The divisions are in black on < 
white flexible steel tape for greater Po 
legibility and replaceable tapes are 


available for the durable Gold Tone 

Case. Flash is also offering the new Centimeter and Inch Rule 
that facilitates conversion from metres This rule has 
adjustable tips to insure accuracy for inside or outside meas- 
urements. 


to inches. 





ool 


ANY 





a ae ‘ e 
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STOP! LOOK! 


e DRAWING SETS 

e DRAFTING INSTRUMENTS 
e DESIGNING AIDS 

e DRAFTING MATERIALS 

e DRAWING EQUIPMENT 

e MEASURING DEVICES 


EARN UP TO 50% PROFITS 


Here’s QUALITY merchandise for engineers, draftsmen, 
architects, designers, students, etc. at DOWN-TO- 
EARTH PRICES! Line-up with Alvin — sales stimulating, 
sure-fire traffic and profit builders. e 


No. 5013D - FREE Counter Display, 
with 12 Alvin Mechanical Lead Holders. 
Pocket size, featherweight-push but- 
ton design with finger-tip control. A 
real sales stimulator ! 


No. 5000D - FREE Counter Display 
with 12 Alvin Precision Lead Pointers. 
Four knife-edge blades-assures a per- 
fect true point every time. A sure bus- 
iness builder! 


40% discount on ony display, plus 
additional 10% on purchase of 3 or 
more different displays. Over a 
dozen displays to choose from. 
Send for free display brochure. 


Handy, fully illustrated refer- 
ence chart showing hundreds 
of Alvin’s most popular items. 
Orders promptly filled. Also 
an ideal sales tool. 


“QUALITY AT THE RIGHT 
PRICE” 


ALVIN G COMPANY, INC. 
Windsor, Connecticut 


NEW 
READY 
REFERENCE 
CHART 
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‘NEW PRODUCTS .. . 


Squeeze Bottle Mucilage 
Wilhold 


china’ to 
says. A 





available. 


Pull-down Globes 

Two Pull-down World Globes — a 
new idea in globe mounting — have 
been introduced by Replogle Globes, 
Inc. Designed to make a globe more 
decorative and useful, both are smartly 
‘styled for living room a: i recreation 
room. Both models are sii: }:!e to mount 
on wall. They pull up or down at a 
touch and raise out of way when not 
in use. An illuminated 10-inch high 
impact plastic model provides an ideal 
TV light. Metal parts are brass plated. 


Complete and ready to mount, it retails at $19.95. A stereo relief white and black look which enhances 
pull down model is a 12-inch non-illuminated 10-color globe. the four color staplers shown. Each 
Mountains, plains and plateaus are in three dimensional raised self-contained unit holds 12 staplers and 
relief. Price is $13.95 including mounting bracket and screws. 12 boxes of staples. 





Products Co. has intro- 
duced Chic as the only white mu- 
cilage in a handy squeeze bottle. 
It dries clear, 
Chic does everything from mount- 
ing pictures, 
forms, and 


and colorless. 


padding mimeo 
anything from 
the company 
size bottle re- 


tails at 39 cents. Larger sizes are 





Removes fountain pen ink from paper—like magic. 








Hand Cleaner 


A new, non-toxic hand cleanj 
packet has been announced by 
Carter’s Ink Co. Called OS} 
(Office Stain Remover), the cleang 
is a small, moist towelette wrapp 
in an attractive foil envelope 
can be carried easily in clothing 
handbags. O.S.R. removes duplicat 
ing carbon stains as well as may 
other types of stains resulting frog 
office work. It is a complete cleap 
ing packet in itself, requiring no water or towel for final clean-up 
O.S.R. contains lanolin to guard hands against chapping and jj 
will not remove nail polish. In an introductory offer, Carter) 
is offering the dealer free samples, one carton free with each 
20 eleven cartons purchased. 





19 












Stapler Display 

A new stapler display is now avail- 
able from Ace Fastener Corp. for their 
new Ace Cadet staplers. The permanent 
merchandiser takes up less than one 
square foot of space, fits on the counter 
or sits in the window. The display is 
made of bronze plated wire and metal, 
with rubber feet to protect fine sur- 
faces. The total color effect, with new 
Ace packaging, is an overall rich gold, 


is the newest thing in 
ink eradication 








NEW PLASTIC CASED 


ERADICATOR 


Writes a line of fluid as a pen writes with ink! 






PACKED TWO WAYS 
(1) Retailer Pack @ In Applicator Bottle 
No. 293-C Ve-or. ink Eradicator of unbreakable plastic. 


Blister-mounted on a Selling Card 


12 Cards on a Wire Rack © Spill-proof...Dripless. 


for Counter ®@ Controlled flow... 
or never more than you 

for Pegboard need. 
(2) Commercial Pack e Eradicate a single 
letter...or an entire 

No. 293 Y2-oz. Ink Eradicator ° " a 
Not carded. word. 
poe 12 in a Shelf Box 





SANFORD INK COMPANY, BELLWOOD, ILL. 
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1S THE COMPANY THAT HELPS YOU 
“TURN” YOUR INVENTORY ... 
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PRODUCTS that attract store traffic and 
are promoted at the consumer levels 


.. With 

















BALANCED INVENTORY + RAPID TURNOVER = MORE PROFIT 





¢ Using a 40% gross profit figure in each example notice how much greater your 
profit becomes by carrying items that “attract store traffic” and enjoy “rapid 
sales turnover — 
















































ik! 
AVERAGE % GROSS GROSS 
TURNOVER INVENTORY PROFIT PROFIT 
6X $1500 40% $3600 
“4 5x 1500 40% 3000 
3X 1500 40 %e 1800 4 
less. 2x 1500 40 %q 1200 P 
you ‘ ‘ . 
Purchase only rapid turnover merchandise for greater profits. Ask your local 
WHOLESALER or APSCO representative for the full line product story or 
gle WRITE: 
tire APSCO PRODUCTS, INC., P.O. BOX 840, BEVERLY HILLS, CALIF. 
Lh. UN 
ae | 4 
last page ; 
RY, 1960 ; a kee 
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The first and by far the best 
pocket size Felt Tip Pen 


HYo-master ~ 
f ROLLA 
Guaranteed / 


your valued customers, we invite you to compare the 
MASTER with any other and then decide. We sincerely 
submit that the FLO-MASTER is unmatched in quality. 


The three dollars your customers pay for a. 
7 single FLO-MASTER is a lifetime investment! 






] 


CUSHMAN & DENISON 


Manufacturing Company,Carlstadt, New Jersey 
Please send Flo-master catalog and discount sheets 


Name__ 
Company___ 
Address ___ 


Sars eee eee ee 


City... ___— Zone 


Se SSR SESS SSS He SS Se SB ee 2 me on oe me me me mE 


State. 


r 
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| “‘light slam” 
| line 
| kiddie packages, $1 special cards, 


NEW PRODUCTS 


Greeting Cards 

Barker Greeting Card Co. has 
Valentine line, 
includes many humorous 


released its new 
which 
Valentines, a large 
of all-new candy cards, 
$3 Valentine Music 
in 


and 
Box. 


new 


a new 
Cards 
Easter 


unusual 


the company’s 
include 
novelty 


line many 
attach- 
ments such as net butterflies, fuzzy little angels, glittering flowers 
and clever Many of the religious cards come with 


Bibles, etc. 





with 


pop-ups. 


crucifixes, miniature metal rosaries, 


Plastic Head Pins 
On the 


versary year 


of their 60th anni- 
the Moore Push-Pin 
Co. has made two changes in their 
glass head Unbreakable 
plastic heads have now replaced the 
former heads. The second 
which affects Moore 
aluminum head push-pins, is in the 
A new form-fitted blister 
containing 5 
adapted for both 
aluminum variety. 
pin 


eve 


push-pins. 


glass 
change, also 


UNBREAKABIE PIASTic 
PUSH-PINS 


MOORE PUSH PIN CO. PHEA.. PA 


packaging. 
pack pins has been 
the plastic and 
The blister pack permits the removal of one 
at a time without disturbing the others. 


at the top of the card facilitates hanging on counter display. 


FIRST NAME 
IN FILING 





OXFORD FILING SUPPLY CO., INC. 
Clinton Road, Garden City, N.Y. 
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another 
BOSTON 


— 


Boston Sharpeners are backed 
by an extensive advertising 
campaign to your customers 
to help you build your sales. 
Send for catalog and price list. 
C. HOWARD HUNT PEN CO., CAMDEN 1, N.J. 
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The Office... 


(Continued from page 23) 


By and large, the economic fac- 
tors in the office are not applicable 
to the key executive group except, 
of course, where profits go to the 
dogs and then we may see some 
executive house cleaning. As a 
matter of fact, there is too little 
concern, except on the part of con- 
trollers and financial men, among 
top executives for office simplicity, 
greater office productivity and of- 
fice layout efficiency. 

All I could think of were four 
economic factors in the office en- 
vironment and they are: 1) or- 
ganization — physical and struc- 
tural, 2) budgets, 3) productivity, 
and 4) what I would like to call 
“information control.” 

Take organization. It is my ob- 
servation that more companies ap- 
pear to be grouping their key exe- 
cutives with operating groups rath- 
er than following the segregated 
executive floor treatment. This 





may be due to decentralization of 
business operations into profit cen- 
ters. With this grouping comes 
the increase in portioned-off offices 
for third echelon supervision and 
skilled rank and file personnel. I 
think this partitioning-off process 
should continue at an accelerated 
pace. Look what is happening or- 
ganizationally with the addition of 
specialized staff functions in busi- 
ness — functions that were un- 
known or unheard of five, seven, 
eight years ago. 

The area of the junior executive 
and middle and lower management 
is going to challenge the designer 
and the manufacturer to provide 
for them on an economical basis. 
Because if you exceed that capital 
budget, some corporate president 
will either throw you out or he'll 
throw those functions out, or at 
best, he might put them back in 
the bull pen with typing pools and 
filing clerks. 

Many companies _ periodically 
face drastic revisions in their or- 





MAKE THE 60’S SAFE’R with 
SCHWAB’S “New Look” SAFES 


“Rugged Quality 


can business — battles related to 


ganization structure. This requires 
moving offices and moving people, 
so whatever you design, keep the 
place flexibile so management 
doesn’t have to spend a fortune 
modifying its physical facilities. 
Many companies are centralizing 
office services such as filing tran- 
scription, mailing and data proces- 
sing. Because of data processing 
equipment, some of our own client 
companies are putting the paper 
work (in connection with such 
things as inventory control, their 
payroll, their product mix analyses, 
their sales cost analyses and so 
forth) back into the central office, 
and this requires a shift in people 
and in facilities and in equipment. 
The budget is another economic 
factor in the office. Many compa- 
nies are now costins out their pa- 
per work or costing out their pro- 
cedures or costing out every report 
that goes through the business. I 
think there is going to be a new 
series of budget battles in Ameri- 


BETTER RESULTS WITH 


Since 1872” 


The same high quality 
line Redesigned, Modern 
Styling and Colors. Com- 
plete line of insulated 
Products. 


Model 1842 CT 20 Pic- 
tured here is one of many 
SCHWAB Models with 
the ‘‘New Look’’. 


Over-night service from 
nearby warehouse. 


Dealer inquiries invited. Write or wire today for 
complete information and prices. New literature 
available just off the press. 


“Our Products are your SAFE Protection” 


SCHWAB SAFE CO.,INC., Lafayette, Ind. 
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the cost of the office operation. 
Management has taken corporate 
fat out of the plant. Now it has 
to take the fat out of the office. 

While a budget may have little 
relevance to the top executive 
group, it is strongly influenced by 
the number of supervisors and 
rank and file. We have (A) costly 
office space expressed in dollars 
per square foot. We have (B) 
costly office help expressed in pay- 
roll dollars and we have (C) 
stantial capital investment in fur- 
niture, equipment, furnishings and 
facilities on which management 
must earn a dollar return. 

I would like to comment briefly 
on productivity, as another econo- 
mic factor in the office. One would 
think that office clerical activity 
is at a new high, with air condi- 
tioning, fluorescent light, acoustical 
panels in ceilings and other in- 
novations for the clerical worker 
and the supervisor. And certainly 
these things are more important 
to activity than what I like to call 
executive pie-in-the-sky gadgets, 


sub- 


















3 International World Map 


Continental United States 
Superior Map of Europe 
Superior Map of New England 
Superior Map of North America 
Superior Map of South America 
Superior Map of Canada 
Superior Map of Asia 
Superior Map of Africa 
Superior Map of Pacific Ocean 
Australia and New Zealand 
Superior Map of Gulf, Caribbean 
and Atlantic Ocean 


such as motorized draperies and 
built-in hi-fi sets for the big wheel 
up front. 

However, the American office is 
still relatively an inefficient place, 
and in probably 50 percent of the 
companies I know anything about, 
clerical productivity is much too 
low. How much of this is due to 
poor supervision, I can’t say, but 
much of it is due to a lack of work 
simplification, a lack of setting 
good office standards of perform- 
ance, and a failure on the part of 
management to put industrial en- 
gineering to work on office meth- 
ods. 

Certainly time and motion stu- 
dies should be made of all pro- 
cedural and paper work flow, and 
this should be done prior to buy- 
ing mechanized equipment and be- 
fore you design a new office set-up 
or modify an existing one. Maybe 
this kind of industrial engineering 
sales approach is being used. Cer- 
tainly it is needed. 

Now productivity is not a space 
problem alone. It is not a problem 


self-adhesive 
FILE FOLDER 


faster, cleaner. 


10 colors plus white. 
8 labels per sheet 
with guide lines 








FREE! this display rack given 
with initial order of 72 or more 
assorted items. 








@ Globemaster World Atlas 
@ Weather Kit 
@ Space Kit 








C.S.HAMMOND & CO. 


ATLASES and OTHER ITEMS 
@ Popular Atlas of United States 
@ Map of Mankind | 
@ Handy Star Finders 


Write for AVERY SALES 
data—or ORDER FROM 
YOUR WHOLESALER 
TODAY! 


Maplewood 
New Jersey 
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LABELS -easier, 





Once used, Avery Self-adhesive 
File Folder Labels are reordered 
regularly with no reselling! Cus- 
tomers like the way they go on 
at the touch of a finger — they'll 
never go back to messy, sticky 
moistening of old-fashioned labels. 
YOU'LL LIKE THE 
REPEAT ORDERS! 






of people alone. It is not a pm 
blem of production line offig 
methods, and it is not just an eco 
nomic problem. It is rather a pr. 
blem of management prejudice an@ 
management neglect and manage. 
ment misunderstanding. 

Just a word on information cop. 
trol, also an economic factor in the 
office. Management wants an¢ 
needs more facts for decision mak. 
ing. Management needs more in. 
telligent fact findine. 

An industrial revolution in of 
fice operations during the next five 
to ten years, automation in the of. 
fice, will require some new work- 
ing arrangements. There will be 
more clerical personnel involved. 
You will see far more standardiza- 
tion of space allotments for person- 
nel, for equipment, for funiture. 


I think you will see a rash of of-§ 


fice layout revisions, improved 
noise control, more work on the 
problem of organizational group- 
ings, a rew alertness to the need 
for flexibility. 

I also think the modular pack- 


ves !\ Vf 8 /\/REPEAT SELLERS} 


MULTIPLY YOUR PROFITS! 


self-adhesive 


~ CORRECTION 
TAPE - no fuss, 


P tp 
muss, Stains or 


f <4 soiled hands 


Available in sheets or rolls 
1/6”, 2/6” and 5/6” widths 


Correcting a fluid duplicator 
master is so clean and easy with 
Avery self-adhesive Correction 
tape that one order follows 
another. The tape is applied over 
the error. Then the correction 
is oe on the tape. 

Sy ORDER TODAY! 


Avery F-line labels 
BUILD IMPULSE SALES! 
There are hundreds of 
< uses for these handy, 
convenient labels at home, store, office or 
factory—for price marking, coding, identifica- 
tion, addressing, and 1001 other uses. Bright 
new packaging—27 popular sizes and shapes 
— in easy-to-use sheet form. ORDER TODAY! 


AVERY LABEL COMPANY, Div. 116 

117 Liberty St., New York 6 © 608 S. Dearborn St., 
Chicago 5 ¢ 1616 S. California Ave., Monrovia, 
California ¢ Offices in Other Principal Cities 
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aged office — model A, B, C type 
of thing — will increase. Since the 
office interior is a major purchase, 
it is a challenge to build simplicity, 
efficiency and economy into it. 

@ Jo Stage an Office, by Jo 
Mielziner, Broadway set designer. 

We no longer have to feel that 
a business building or business in- 
terior or bank has to apologize for 
its function. But at the same time, 
too many traditions are lingering. 
We have reached a period of res- 
pectability, but have we gone far 
enough in meeting the needs of the 
people who live and work in places 
of business? A lived-in touch, for 
instance, breaks down the sense of 
formality and makes people feel 
that they are among other human 
beings. It seems to me that in 
lighting an office, there should be 
three kinds of light — a general 
light that makes the office look 
pleasant, a specific light that is 
functional for reading at the desk, 
and certainly a different light for 
facing | a visitor across the desk. I 





Mr. Arnold Shulkin of Arnold Stationery Co. writes: 
“Our B&L magnifier sales have been amazingly increased during the past six months. 
And frankly, we give the credit to these two hard-working displays. With volume now 
better than double, the large margin we work on adds up to real fine profits.” 


also think lights should change 
with the time of day, but this 
doesn’t have to be obvious. And 
I can visualize office space where 
the ceiling level has a variation. It 
doesn’t have to be arty or theatri- 
cal, but I think all this has value. 

In our mania for efficiency and 
engineered planning, I feel, as a 
comparative outsider, that our 
business operates in a laboratory 
far too septic for human comfort. 
Perhaps the missing germ may be 
found in our better designs for 
home living. Here, efficiency has 
been tempered by the need to pro- 
vide for constant changes in tempo 
and mood. Architect and interior 
designers have recognized the fact 
that the family has various needs 
at various times for operations that 
vary with the time of day. 

We recognize this and are begin- 
ing to use flexibility. I don’t think 
we've gone far enough in flexibility 
to take the fat out of the office. 

The passion for the functional 
has made far too | great a Point. 





B&L MAGNIFIER DISPLAYS SEND SALES ROCKETING 
in Lynn, Mass. Store 





RAIN or 
SHINE... 


PREF Ed -U- Cards 





PREFER 


Always Something NEW 
Children’s Educational Games 2% 
Ed-U-Cards Mfg. Corp. 





13-05 44th Ave., Long Isla: 
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Stores all over the country are reporting 
similar success. These displays on the counter 


“capture” store traffic . 


buyers at a handsome rate of profit. With an 
average 4 times per year turnover and a full 
40% margin, B&L magnifiers can make your 
profit picture brighter, too. Write today for 
complete details. Bausch & Lomb Optical 


Co., Rochester 2, N. Y. 


. turn lookers into 


MAGNIFYING READERS 


bey BAUSCH & LOMB 


BAUSCH 6 LOMB 
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ADVERTISEMENTS « Sa P " r Y. 3 March 6-10—Boston Gift Show, 


Deadline for classified advertisements is the Statler & First Corps Cadet Arm 


fifteenth of ie 2nd month preceding the = . j Wee SF] Boston. 
month in which the magazine is issued. RATES pi SS SoA wy Leh : . 
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INC. 17 West 17th St. N.Y.C 1-60 Hotel Benjamin Franklin. 
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id > N.Y. manufacturer of a leading line of mer- 
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includes profit-sharing) please write partic- 6 : . 
ulars, salary expected, etc. Replies held confi- May 3 Dist. 8, NSOEA mee 


dential. Address ‘‘President, Box 253, MODERN Western Hills Lodge, Wagoner, O 
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| - SE aye ae re : Assn. 10th annual convention 
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Di S TRIBUT OR Ss in filing articles of plastic material: transparent trade show, Edgewater Beach Ho 
binding for pocket books, photograph albums, Chicago. 


rm be 1 | ete .. . having a range of 200 different arti- 5 
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agent or wholesaler. JOWA, 12 Rue d’Isly GRE- a 
r iT L of ) NOBLE (Isere), FRANCE. 1-6( Davenport Hotel, Spokane, Wash. 
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Mapes Hotel, Reno, Nevada. 
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; < aca. So otel New Yorker. 

distributors who can stock and self. Large =| solr. Permarite, 712 ope. 
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stationery and other allied whole- AND OFFICE EQUIPMENT DEALER, | East Denver Hilton Hotel, Denver, Cole 


. s : PS -60 
salers to increase volume. Box First Street, Duluth 2, Minnesota 1-60 May 22-24—Dist. 6, NSOEA meeti 


256, MODERN STATIONER AND . Lake Lawn, Wis. 
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: Nat'l Retail Merchants Assn., Hotel ; 
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Jan. 23-24—-NOMDA board of directors Hotel St. Paul, St. Paul, Minn. 


meeting, Austin, Texas. 
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Representative needed for New York, New Jer- 


sey and New England States for well known Feb. 7-14—Chicago Gift Show, LaSalle June 13-14—Dist. 13, NSOEA meeti 
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under your name. Excellent profits. All forms 
imprinted or plain. 


IMMEDIATE SHIPMENTS right from stock . 
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Write for trade PROFIT-PLAN now! } an 7 Lith 
Serving the trade from Coast to Coast 5 Sp pp 
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His and Her Desk Accessories 
for home and office! 


There’s a big, wide all year ‘round market for Pat desk ac- 
cessories . . . a more exciting selection than ever before! 
Pat Products are packaged for eye-catching self-display, and 
gift-boxed for additional sales appeal. A few of our leaders 
are shown here. For the complete Pat line, just write for our 
new Catalog. 


PAT PHONE MATE +875—Pad, magnetic dialer pencil and 
alphabetized card index clip to phone. Standard 4” x 6” 
refills. Brass or chromium finish top. Retail, $2.95. 

PAT DESK SET #1120—Stamp dispenser and smart, leakproof 
envelope moistener . . . both-in solid brass, mounted on 
black lacquer base. Brass or chrome finish. Retail, $1.95. 
PAT SHARPENER #1220—Glamour styled, solid brass pencil 
sharpener. Finest quality, hardened steel blade. Spare in- 
cluded. Brass or chrome finish. Retail, $1.00. 

PAT TIME KEEPER +230—Newest idea in phone timers 
Bubble in unbreakable styrene tube rises to top in pre- 
cisely three minutes, resets with flip of finger. Handy 
chained-in-place dialer pencil. Retail, $1.95. 

PAT DESK SET +620—Bali-point pen, matched solid brass 
stamp dispensers, on black lacquered base with felt under- 
pad. Brass or chrome finish. Retail, $2.95. 

PAT REMEMO #275—in seven decorator colors all with 
chrome trim. Chain reel pencil retracts automatically. 
Standard adding machine tape refills. Retail, $2.95. 


PRODUCTS 


Division of KETCHAM & McDOUGALL, INC., Roseland, New Jersey 
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Globe-Wernicke catalogs contain your best 
sellers for 1960—hundreds of fast-moving 
items, scientifically packaged for maxi- 
mum impulse-buying sales, easier display- 
ing, faster customer selection, and bigger 
profit through increased volume. These 
catalogs show a complete line of filing sup- 
plies including Vertical Guides and Folders 


GLOBE-WER A cE 


THE GLOBE-WERNICKE Co. 


CINCINNATI 12 OHIO 


Remember . . . success depends on the strength of your line 


GLOBECWERNICKE FILING SUPPLI 
AND OFFICE ACCESSORIES CATALOG 


Open Shelf Filing Supplies + Card Rece 
Guides and Cards ° File Pockets * Hangi 
File Folders * plus the widest selection 
office accessories available today! M 

dealers across the nation are now orde 

from these catalogs. Clip and mail the 

tached coupon now. Get ready for grea 
sales, greater profit in ‘60! 


The Globe-Wernicke Co. Dept. °™-'Cincinnati 12, 0 
Please send me, free, all G/W Filing Supplies and O 
Accessories Catalogs. 


name 
company... 
address 


city 





ection 





